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when  the  DeBruce  Grain  elevotor — the  largest  of  its  type  in  the  world — blew  up  i 
in  Wichita,  it  sent  a  shock  yvove  through  agricultural  communities  across  the  nation. 

Minutes  after  the  explosion,  The  Wichita  Eagle  dispatched  every  available 
person  to  cover  the  disaster  that  killed  seven  and  injured  10  others. 

More  than  50  reporters,  editors,  photographers  and  graphic  artists  worked 
nonstop  to  bring  the  story  home  for  readers. 

As  the  rescue  continued,  another  team  of  Eagle  reporters  began  investigating 
what  went  wrong.  They  discovered  that  workers  regularly  worked  amid  explosive 
levels  of  grain  dust,  because  dust  collection  systems  had  not  worked  plpperl^. 

Uncovering  The  Frigh 


Grai 


if  at  all.  Further  investigation 
revealed  that  Kansas  grain 
silos  were  not  inspected  for 
safety  unless  there  was  an 
accident  or  complaint  by 
a  worker. 

These  revelations  led  the  government  to  step  up  safety  inspections  and 
re-interview  workers  for  important  details  The  Eagle  reporters  had  uncovered. 

In  fact,  graphics  developed  by  The  Eagle  were  so  authoritative  that  investigators 
used  them  to  help  explain  events. 

Now,  one  last  question  needed  answering  before  the  community  could  put  this 
tragedy  behind  it:  What  actually  caused  the  blast?  Once  again, The  Eagle  reporters 
were  first  to  report  that  an  inadequately  lubricated  bearing  on  a  conveyor  belt  had 
frozen,  causing  friction  that  set  off  the  blast. 

Ultimately,  the  elevator's  operators  were 
ordered  to  pay  $1 .7  million,  the  largest 
fine  in  state  history  for  a  grain  explosion. 

DeBruce  has  appealed. 

Today,  the  federal  government  is  still 
investigating  possible  criminal  charges. 

And  The  Eagle  has  lead  the  reporting  on 
this,  as  well. 

Tragedies  bring  people  together.  In  this  case.  The  Wichita  Eagle,  which  prides 
itself  on  having  a  team-based  newsroom,  proved  that  teamwork  can  lead  to 
extraordinary  journalism. 

Knight  Ridder.  What  a  difference  a  newspaper  can  make. 
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We're  local, 
coast  to  coast, 
in  newspapers... 


>  The  Philadelphia  Inquirer 

>  Detroit  Free  Press 

>  The  Miami  Herald  &  el  Nuevo  Herald 

>  San  Jose  Mercury  News 

>  The  Kansas  City  Star 

>  The  Charlotte  Observer 


>  Fort  Worth  Star-Telegram 

>  Saint  Paul  Pioneer  Press 

>  Contra  Costa  Newspapers 

>  Philadelphia  Daily  News 

>  Akron  Beacon  journal 

>  The  (Columbia,  S.C.)  State 


>  Lexington  (Ky.)  Herald-Leader  ■ 

>  The  Wichita  (Kan.)  Eagle  | 

>  The  Macon  (Go.)  Telegraph 

>  Tallahassee  (Fla.)  Democrat 

>  The  (Wilkes-Barre,  Pa.)  Times  Leader 

>  Duluth  (Minn.)  News-Tribune  t 


fw^&jchon  got  Eagle  photographer  Travis  Heying  into  the  air  within  minutes  of 
th^:hlasf  tp  bring  readers  what  would  become  the  dominant  image  of  this  tragic 
diStjf^^n' infUted  elevator  worker,  sitting  atop  one  of  the  246  damaged  silos,  waiting 
reswer  \MHtfp  an  hour  of  the  explosion,  authorities  closed  the  airspace  over  the 
f,  pfeyenting  further  aerial  photos  for  a  week. 


>  Belleville  (III.)  News-Democrat 

>  Grand  Forks  (N.D.)  Herald 

>  Columbus,(Ga.)  Ledger-Enquirer 

X  The  (San  Luis  Obispo,  Calif.)  Tribune 
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>  The  (Biloxi,  Miss.)  Sun  Herald 

>  The  Monterey  County  (Calif.)  Herald 

>  The  (Fort  Wayne,  Ind.)  News-Sentinel 

>  (State  College,  Pa.)  Centre  Daily  Times 

...and  on  the 

>  The  (Myrtle  Beach,  S.C.)  Sun  News 

>  Aberdeen  (S.D.)  American  News 

- 

i  >  Bradenton  (Fla.)  Herald 

>  The  (Warner  Robins,  Ga.)  Daily  Sun 
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Three’s  no  charm  foil 

CONSIDERED  ONE  OF  THE  STRONGEST  SHIELDS  IN  THE  U.S.,  ITS  UNDER 


California's  shield  law  is 
being  tested  in  court  in 
three  separate  and  ex¬ 
traordinary  cases  in¬ 
volving  a  daily,  a  semiweekly,  and 
a  college  newspaper. 

The  Gannett  Co.  Inc.-owned 
Marin  Independent  Journal  is  fight¬ 
ing  a  contempt-of-court  charge 
against  a  former  reporter  who  is 
refusing  to  testify  about  eyewitness¬ 
es  to  a  1  997  murder. 

Dan  Post.  37,  a  former  reporter 
for  the  Independent  Journah  a 
42,(XX)-circulation  daily  based  in 
Novato,  Calif.,  faces  a  SI. (XX)  daily 
I  fine  until  he  answers  questions 
'  from  Marin  prosecutors  seeking 
j  information  about  his  interviews  of 
j  witnesses  to  the  murder  of  Ronnie 
Small  Jr.  in  Marin  City. 

Post  left  the  Independent  Journal 
I  in  1998  for  the  San  Francisco 


Chronicle.  The  Marin 
paper  is  appealing 
both  the  contempt  rul¬ 
ing  and  fine  by  Marin 
Superior  Court  Judge 
John  Sutro  Jr. 

Meanwhile,  the 
feisty  editor  and  pub¬ 
lisher  of  the  2.000- 
circulation  semiweek¬ 
ly  Sacramento  Valley 
Mirror  in  rural 
Northern  California  is  Terry  Francke 
fighting  a  jail  term  for 
refusing  to  reveal  sources  who  gave 
him  information  concerning  the 
investigation  of  a  California  High¬ 
way  Patrol  (CHP)  officer.  Tim 
Crews.  57,  has  been  sentenced  to 
five  days  in  jail  for  not  revealing  the 
names  of  two  sources  for  a  story 
about  a  firearm  theft  charge  against 
the  officer.  Crews  seeks  to  scrap  the 


jail  sentence  on  the 
grounds  that  he  is  protect¬ 
ed  by  both  the  Pirst 
Amendment  and  Califor¬ 
nia’s  shield  law,  consid¬ 
ered  one  of  the  strongest 
of  its  type  in  the  country. 

In  December,  a  Sacra¬ 
mento  judge  ordered 
David  Sommers,  20,  edi¬ 
tor  of  the  California  State 
University,  Sacramento, 
college  newspaper,  to 
either  hand  over  unpub¬ 
lished  notes  and  photographs  of  a 
campus  arrest  at  a  football  game 
melee  or  face  jail.  The  judge  on 
Dec.  18  delayed  punishment  pend¬ 
ing  results  of  an  appeal. 

The  Marin  Independent  Journal 
case  involves  information  being 
sought  by  prosecutors  —  who  have 
a  higher  burden  of  proof  in  shield 


Drasner  steps  aside  in  Daily  News  shuif\e 


The  New  York  Daily  News 
personnel  moves  last  week 
weren't  confined  to  the 
I  newsroom.  Daily  News  co-owner 
j  and  CEO  Pred  Drasner  turned  over 
I  daily  operatio  ns  to  Les  Goodstein. 
j  who  was  elevated  to  president  and 
i  chief  operating  officer  from  associ- 
i  ate  publisher. 

The  handover  had  the  media 
speculating  that  Drasner  and  his 
longtime  business  partner,  Daily- 
News  co-owner  Mortimer  B. 
Zuckerman.  were  headed  toward  a 
separation,  a  suggestion  both  men 
rejected.  "It’s  not  because  we  have 
a  personal  problem.”  Zuckerman 


said.  “It's  a  divergence  of  interests, 
not  a  divergence  personally.” 

Goodstein,  48,  started  at  the 
Daily  News  in  1977  as  an  ad  sales¬ 
man  and  rose  through  the  manage¬ 
ment  ranks.  His  job  will  be  to 
improve  the  finances  at  the 
tabloid,  which  weathered  bank¬ 
ruptcy  in  1991  and  has  had  finan¬ 
cial  woes  since  then. 

The  paper  benefited  from  the 
strong  economy  in  1999,  and 
Zuckerman  said  he’s  bullish  about 
New  York's  economic  future.  With 
personnel  and  newsprint  costs 
rising,  the  paper  could  be  another 
story.  "1  know  enough  about 


this  business  to  know  it's  com¬ 
pletely  unpredictable,”  he  said. 
(The  Daily  News  doesn’t  release 
financial  details.) 

Would  Zuckerman,  who  poured 
$19  million  of  his  own  money  into 
the  paper  in  1998,  make  another 
personal  contribution?  “1  hope  not. 
But  I'm  committed  to  the  paper,” 
he  said,  adding  that  the  paper  must 
be  economically  viable. 

Replacing  Goodstein  is  former 
Daily  News  executive  Ira  Ellenthal. 
who  returns  following  a  stint  at 
U.S.  News  &  World  Report,  which 
is  also  owned  by  Zuckerman  and 
Drasner.  —  Lucia  Moses 
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A  great  resource  online  for  bettors  in  barrooms  —  excuse  us,  newsrooms  —  nationwide,  the  U.S. 
Census  Bureau’s  POPC'ocks  on  its  site  (http:/Avww.census.gov)  continuously  update  U.S.  and  world 
population  estimates.  Numbers  as  of  4:45  p.m.  EST  on  Jan.  21:  U.S.,  274,126,332;  world,  6,039,478,980. 


California  shield  law 

iCK  IN  THREE  SEPARATE,  AND  EXTRAORDINARY,  CASES  BY  JOEL  DAVIS 


law  cases  than  the  defense  —  and 
Post's  attorney  is  confident  the 
reporter  will  prevail.  "It's  clear  that 
the  prosecutor  can't  pierce  a 
reporter's  shield  in  order  to  obtain 
unpublished  information."  said 
Chun  Wright,  an  attorney  hired  by 
the  Marin  daily  to  represent  Post. 

Post  was  subpoenaed  to  testify  at 
the  trial  of  Darrell  Hunter.  25, 
accused  of  murdering  Small,  a  for¬ 
mer  high-school  football  star,  at  a 
party.  Defense  attorneys  sought 
Post's  testimony  about  information 
included  in  an  article  that  quoted  a 
key  witness.  Prosecutors,  however, 
have  demanded  the  right  to  ques¬ 
tion  Post  about  all  aspects  of  the 
interview,  published  or  not. 

When  Post  asserted  his  right 
under  the  shield  law  not  to  answer 
the  prosecution's  questions,  the 
judge  held  him  in  contempt  and 
imposed  the  fine. 

According  to  Terry  Prancke. 
attorney  for  the  California  Pirst 
Amendment  Coalition  and  a  shield 


law  expert,  the  reporter  has  a  good 
chance  of  prevailing  in  this  case  be¬ 
cause  the  state's  shield  law  is  strong 
against  subptienas  by  prosecutors. 

They  are 
not  getting 
their  source, 
period. 

—  Tim  Crews 
Sacramento  Valley  Mirror 


If.  however.  Post's  unpublished 
notes  and  information  were  sought 
by  the  defense,  the  shield  law 
might  not  hold  up  because  it  could 
be  trumped  by  the  defendant's  con¬ 
stitutional  right  to  a  fair  trial  under 
the  Sixth  Amendment. 

Although  Post  is  now  working 
for  a  competitor,  the  Marin  paper 


chose  to  defend  him  because  it  felt 
it  was  the  right  thing  to  do.  Pub¬ 
lisher  and  President  Phyllis 
Pfeiffer  said.  "We're  going  to  fight 
this."  she  said,  adding  that  the 
paper  is  getting  support  "from  a 
number  of  publications." 

In  Crews'  case,  he  is  being 
backed  by  Prancke  and  the  Pirst 
Amendment  Coalition,  which  hon¬ 
ored  Crews  in  1996  for  his  work  in 
keeping  government  meetings  and 
records  open  to  the  public.  "If  it  was 
up  to  me.  I'd  Just  do  the  five  days 
—  they  are  not  getting  their  source, 
period,"  Crews  said.  "But  it  would 
set  a  bad  precedent,  and  that's  my 
primary  reason  for  resisting." 

Since  cases  involving  Califor¬ 
nia's  shield  law  are  fairly  rare,  hav¬ 
ing  three  within  a  month  is  extraor¬ 
dinary'.  "When  it  comes  to  a  real 
confrontation,  it  happens  once  or 
twice  a  year,"  Prancke  said  of  the 
shield  law.  "Pour  times  a  year 
would  be  rare.  And  now  we  have 
had  three  already  in  one  month."  ■ 


Daily  News  Rosenthal; 
he  takes  the  A  train  on  Web 


When  The  New  York 
Times  fired  longtime 
columnist  and  former 
executive  editor  A.M.  "Abe" 
Rosenthal  last  November  after  56 
years  at  the  paper,  he  said  it  would 
not  be  the  end  of  his  writing  career. 
He  was  right. 

Last  week,  the  77-year-old 
Rosenthal  walked  downtown  to 


take  a  weekly  columnist  Job  at  the 
New  York  Daily  News.  He  also 
landed  a  twice-monthly  spot  on 
GenerationA.com  —  a  new  Web 
site  targeting  the  "over  50  genera¬ 
tion."  —  and  plans  to  write  a  book 
during  2(X)0. 

"1  ltx)k  at  it  like  I'm  starting 
fresh.  1  have  a  lot  of  energy,  and  I 
want  to  be  around  a  long  time." 


Rosenthal 
told  E&P 
after  the 
Daily  News 
announced 
the  new  col¬ 
umn.  which  will  make  its  debut 
Peb.  1 1  and  run  on  Pridays.  "I'm 
going  to  write  about  the  subjects 
that  arouse  me.  excite  me  the 


Abe  Rosenthal 


briefs 

Rivals  seek  to  stop 
transit  paper  launch 

Three  days  before  the 
scheduled  launch  of  a  free 
daily  paper  for  Philadel¬ 
phia’s  transit  system,  a 
group  of  newspapers  went 
to  court  to  ask  a  federal 
judge  to  block  the  launch 
of  the  tabloid. 

Swedish  publisher 
Metro  International  has 
a  contract  with  the  city’s 
SEPTA  transit  system 
to  publish  the  news¬ 
paper,  Metro. 

The  Philadelphia 
Inquirer,  The  Philadelphia 
Daily  News,  USA  Today, 
The  New  York  Times,  and 
The  Reporter  ot  Lansdale, 
Pa.,  argued  that  SEPTA  is 
breaking  the  law  oy  award¬ 
ing  special  distribution  privi¬ 
leges  to  Metro.  “What  hap¬ 
pened  to  freedom  of  the 
press?”  protested  Metro 
Editor  Mary  Ellen  Bomak. 

Voice  marketer 
named  publisher 

Judy  Miszner,  vice 
president  of  sales  and 
marketing  at  New  York’s 
Village  Voice,  was  named 
publisher.  She  replaces 
David  Schneiderman,  who 
recently  became  CEO  of 
Village  Voice  Media,  par¬ 
ent  of  the  Voice  and  six 
other  alternative  weeklies, 
when  the  group’s  sale  to 
investors  was  announced. 

St.  Pete  Times 
seeks  publisher 

St  Petersburg  (Fla.) 
Times  Publisher  Judith 
Roales,  who  helped 
restore  financial  strength  to 
one  of  the  nation’s  most 
unusual  papers,  quit  to 
spend  more  time  traveling 
and  writing. 

Executive  Editor  Paul 
Tash  takes  over  her  duties 
while  the  paper,  which  is 
owned  by  the  Poynter 
Institute  for  Media  Studies, 
searches  for  a  new  top 
executive.  —  Lucia  Moses 

Continued  on  Page  12 


www.mediainfo.com 


JANUARY  24.  2000  EDITOR  &  PUBLISHER  5 


E&pnews 


‘Gray  Lady’  kisses  and  tells 

TIMES  MAKES  DEAL  WITH  ABC  NEWS  BY  JASON  WILLIAMS 


same  as  I  did  at  the  Times''  Rosenthal  said. 

Daily  News  Chairman  and  Co-Publisher 
Mortimer  B.  Zuckerman  called  Rosenthal 
“one  of  the  leading  journalists  of  our  time”  in 
a  statement  announcing  the  hire:  "To  publish 
his  column  is  an  honor  and  a  real  coup.” 

When  asked  if  he  was  being  paid  more  by 
the  Daily  News  than  by  the  Times,  Rosenthal 
declined  to  comment,  saying  only,  “I’m  going 
around  with  a  big  smile." 

GenerationA.com.  a  New  Jersey-based  site 
targeting  senior  citizens,  launched  in  Nov¬ 
ember,  according  to  President  Stephen  Steiner. 
He  said  Rosenthal’s  work  would  be  a  real  plus 
for  the  site,  which  offers  articles,  information, 
and  chat  space  for  the  older  generation. 

“The  type  of  stuff  he  writes  is  controversial 
and  cutting-edge.”  Steiner  said.  “He  brings 
real  credibility.” 

Rosenthal’s  last  column  for  the  Times 
appeared  Nov.  5.  the  same  day  the  paper  pub¬ 
lished  a  glowing  profile  of  his  work  and  an 
editorial  touting  his  achievements.  But  none 
of  the  articles  mentioned  that  he  had  been 
forced  to  leave. 

When  asked  to  comment  on  Rosenthal’s 
new  post.  Times  spokeswoman  Lisa  Car- 
parelli  said,  “We  wish  him  the  best  of  luck, 
and  we’ll  just  leave  it  at  that.” 

As  for  Rosenthal,  he  said  he  still  has  fond 
memories  of  the  Times  and  great  respect  for 
the  paper.  “I  love  the  Times."  he  said.  “1 
think  it  is  a  wonderful  newspaper,  and  I 
always  will.”  —  Joe  Strupp 


Anew  Times  slogan?  “All  the  news 
that’s  fit  to  print,  broadcast,  and 
‘stream’  over  the  Internet.”  Test¬ 
ing  the  waters  for  what  might  be 
a  lasting  relationship.  The  New  York  Times 
and  ABC  News  have 
formed  a  limited  partner¬ 
ship  to  co-produce  a  daily 
political  Webcast  and  seg¬ 
ments  on  a  couple  of 
ABC’s  TV  shows. 

Starting  today,  a  15- 
minute  Webcast  for  “polit¬ 
ical  junkies”  will  appear 
!  on  both  the  Times  and 
ABC  News  Web  sites.  The 
“streaming”  video  broad¬ 
cast.  called  “Political 
Points.”  will  feature  politi¬ 
cal  news,  interviews,  behind-the-scenes  per¬ 
spectives.  and  interactive  features  such  as  chat, 
e-mail,  and  links.  The  ABCITimes  deal  also 
includes  co-produced  segments  on  health  and 
technology  for  the  former’s  “20/20”  and 
"Good  Morning.  America”  shows. 

I  “We’ve  made  no  secret  of  the  fact  that  we 
think  we  could  do  a  lot  more  on  TV.  And  we 
think  TV  could  really  benefit  from  the  kind 
of  standards  that  we  bring  to  journalism.” 


said  Bill  Keller,  managing  editor  of  the  Times. 

Keller  said  the  Times  decided  on  a  limited 
partnership,  centered  around  the  20(X)  political 
campaign,  because  it  would  allow  it  to  gauge 
the  success  of  future  broadcast  endeavors. 

“We’ve  been  very 
careful  to  make  sure  that 
while  we  are  doing  that 
spin  around  the  dance 
floor  together,  we  are  not 
getting  married.  This  is 
not  a  monogamous  rela¬ 
tionship.  at  least  not  at 
this  stage,”  said  Keller. 

“If  it’s  successful.  I’m 
sure  that  we’ll  look  for 
other  opportunities  to 
work  together.  That’s  the 
plan,  but  we  want  to  walk 
before  we  run.”  said  David  Westin.  president 
of  ABC  News. 

But  Matt  Felling,  media  director  of  the  Cen¬ 
ter  for  Media  and  Public  Affairs  in  Washing¬ 
ton.  views  the  arrangement  as  a  harbinger  of 
things  to  come.  “We’re  seeing  the  transition 
from  the  importance  of  the  dateline  to  the 
importance  of  the  bottom  line.”  he  said.  “I  hate 
to  be  this  fatalist  of  big  business,  but  I  just 
think  it  raises  a  lot  of  dangerous  questions.”  ■ 


This  is  not  a 
monogamous 
reiationship,  at 
ieast  not  [yet]. 

—  Bill  Keller 
The  New  York  Times 


Blade  scribe  takes  stab  at  shock  jock 


The  Blade  staff  writer  Sandra  Svo- 
bcxla  is  suing  a  Toledo,  Ohio,  radio 
shock  jock  for  falsely  accusing 
her  on-air  of  sleeping  with  her  boss, 
Co-Publisher  and  Editor  in  Chief  John  Rob¬ 
inson  Block. 

In  a  suit  filed  Jan.  20  in  Lucas  County  (Ohio) 
Common  Pleas  Court,  Svoboda  said  she  was 
sexually  slandered  on  Denny  Schaffer’s  morn¬ 
ing  drive-time  talk  show  on  WVKS-FM  over 
six  days  in  October.  Among  other  things,  the 
suit  alleges.  Schaffer  called  Svoboda  “John 
Block’s  girlfriend”  and  “John  Block’s  toy,”  and 
said  she  was  “sleeping  with  one  of  the  editors.” 

Referring  to  stories  Svoboda  wrote  about  the 
University  of  Toledo,  Schaffer  allegedly  said, 
“She’s  receiving  orders  from  the  guy  who’s 


putting  it  to  her.  . . .  Like  put  the  check  on  the 
nightstand  when  I’m  done.” 

In  the  lawsuit.  Svoboda  says  statements  sug¬ 
gesting  a  personal,  intimate,  or  sexual  relation¬ 
ship  between  Block  and  Svoboda  are  false. 

Svoboda’s  attorney,  Frederick  M.  Gittes, 
said  Schaffer’s  comments  had  hurt  the  report¬ 
er’s  professional  effectiveness,  especially  with 
University  of  Toledo  officials.  “The  bigger  con¬ 
sequence  to  all  this  is  the  attack  on  the  First 
Amendment:  We  don’t  like  what  you  write,  so 
we’re  going  to  attack  you.  It’s  a  classic  sexist 
attack  on  a  woman,  to  accuse  her  of  sleeping 
with  her  boss,”  Gittes  said,  adding  that 
Svoboda  “was  a  casualty  in  [Schaffer’s]  war 
against  Block  and  The  Blade." 

Andy  Stuart,  vice  president  and  market  man¬ 


ager  for  Clear  Channel  Communications’ 

I  Toledo  radio  stations,  said  the  company  was 
not  commenting  on  the  lawsuit.  San  Antonio- 
based  Clear  Channel  is  also  named  as  a  defen¬ 
dant  in  the  lawsuit. 

This  is  not  the  first  time  Schaffer  or 
i  WVKS-FM  have  found  themselves  in  hot 
water  for  on-air  comments.  The  Blade  report¬ 
ed  Schaffer  was  widely  criticized  when  he 
invited  the  president  of  the  local  NAACP 
j  chapter  to  eat  ribs  with  him  at  a  Denny’s 
i  restaurant  and  “see  if  we  all  get  served.” 

Afternoon  host  Scott  Sloan  was  suspended 
for  six  weeks  last  autumn  for  saying  on  the 
j  air  that  the  Rev.  Jesse  Jackson  “wanted  to  be 
!  assassinated”  and  adding,  “All  we  need  now 
I  is  a  shooter.”  —  Mark  Fitzgerald 
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Innovation  is  timeless 


E&pnews 


RUSSIAN  MILITARY  GIVES  U.S.  JOURNALISTS  THE  WORD:  ‘NYET’  BY  JOE  STRUPP 


For  American  news  organizations 
covering  the  ongoing  war  in 
Chechnya,  the  daily  battle  is  not 
always  between  the  Chechen  rebels 
and  the  Russian  military.  Often,  the  press 
finds  itself  waging  a  war  for  information  and 
access  to  battle  sites  as  Russian  leaders  seek 
to  control  coverage  of  its  assault  on  the  break¬ 
away  republic. 

“There  are  a  lot  of  restrictions,  and  you 
can't  work  independently,”  said  David 
Filipov,  The  Boston  Globe's,  foreign  cor¬ 
respondent  and  one  of  seven  journalists 
held  by  Russian  officials  last  month  because 
they  lacked  proper  credentials,  “There  are 
not  a  lot  of  safe  places  to  be  in  such  a 
small  area." 

Unlike  Bosnia,  Iraq,  and  other  foreign  bat¬ 
tlegrounds  in  recent  years,  the  latest 
Chechnya  story  has  forced  reporters  to  deal 
with  numerous  new  hurdles,  including  a 
Russian  army  that 
blocks  military  infor¬ 
mation  and  press  ac¬ 
cess,  more  destructive 
bombing  and  combat, 
threats  of  reporter  kid¬ 
nappings,  a  bitter  win¬ 
ter  freeze,  and  even  a 
temporary  influenza 
outbreak. 

“This  is  much  r 
more  of  a  war  zone, 
say,  than  Bosnia.  I 
This  is  much  more  I  j 
like  World  War  II,”  i 
said  Barry  Renfrew,  | 
the  Moscow  bureau 
chief  for  The  As¬ 
sociated  Press.  “It  is  ; 

dangerous,  i 
There  are  reports  of  | 

Russian  Journalists 
being  kidnapped.  And  if  you  do  not  have  the 
proper  paperwork,  you  are  turned  back  or 
detained.” 

Robert  McCartney,  The  Washington  Post's 
foreign  editor,  agreed.  “The  Russian  military, 
for  the  most  part,  is  uncooperative  about  pro¬ 
viding  documentation  and  authorization  for 
traveling  with  it,”  he  said. 


So  far,  these  papers 
have  not  been  granted 
official  permission  to 
accompany  Russian 
troops. 

The  New  York  Times, 
however,  said  its  access 
to  battle  zones  and 
—  David  Filipov  Russian  military  leaders 
The  Boston  Globe  has  been  good.  Michael 
R.  Gordon,  a  Times 
reporter  whose  experi¬ 
ence  includes  covering 
wars  in  Bosnia  and  the  Persian  Gulf, 
received  a  press  credential  from  Russian  offi- 
I  cials  allowing  him  to  travel  with  the  military 
;  during  the  first  two  weeks  of  2000,  and  said 
I  he  is  actively  seeking  an  extension, 
i  “We  made  a  different  choice  to  follow 
rules  and  regulations  and  work  within  the 
I  system,”  said  Gordon,  who  has  filed  daily 
I  dispatches  from  within  the  battle  zone  for  a 
j  number  of  weeks.  “Others  didn't  want  to, 
[  and  jumped  the  gun.” 
j  A  review  of  stories  about  the  war  pub- 
!  lished  in  daily  newspapers  over  several  days 
i  last  week  revealed  that  each  news  organiza¬ 
tion  had  taken  decidedly  different  approach- 
I  es  to  coverage. 


On  Jan.  17,  for  example.  The  New  York 
Times  published  a  first-person  account  by 
Gordon  of  Russian  officials  touring  the 
war-torn  area  in  Chechnya,  responding  to 
complaints  from  refugees,  and  keeping  watch 
for  snipers. 

The  same  day.  The  Boston  Globe,  the 
Los  Angeles  Times,  The  Wall  Street  Journal, 
and  The  Washington  Post  each  published 
AP  stories  on  other  events,  with  the  Post 
offering  only  a  world  briefs  item  on  air 
attacks  over  Grozny  that  used  a  Defense 
Ministry  source. 

“The  difficulty  is  that  the  Russians  are 
being  very  stingy  with  the  accreditation,”  said 
Los  Angeles  Times  Foreign  Editor  Simon  Li, 
who  said  members  of  his  Moscow  bureau  had 
traveled  into  Chechnya  only  twice  since  the 
fighting  began  last  year,  and  had  yet  to  enter 
the  area  this  year  because  of  the  safety  risks. 
“We  will  get  down  there  when  it  seems  like 
the  circumstances  are  safe  enough  and  there 
is  adequate  access.” 

Although  the  Los  Angeles  Times  and  The 
Washington  Post  also  have  published  staff- 
written  material  about  the  war,  most  of  the 
stories  have  been  datelined  Moscow  and  have 
reported  on  issues  linked  to  the  Russian  capi¬ 
tal  rather  than  inside  Chechnya.  ■ 


There  are  not  a  lot 
of  safe  places  to 
be  In  such  a  small 
area. 
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no  questions  asked. 


■{ 


calendar 
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JANUARY 

27-31  PPA  2000  Annual  Conference, 
Parenting  Publications  of  America, 
Grosvenor  Resort,  Orlando,  Fla. 

FEBRUARY 

3-5  ICC  2000,  Intercultural 
Communications  Conference,  University  of 
Miami  School  of  Communications, 
University  of  Miami,  Coral  Gables,  Fla. 


9-12  E&P’s  1 1th  Annual  Interactive 
Newspapers  Conference  and  Trade  Show, 
Editor  &  Publisher,  Hyatt  Regency  New 
Orleans/Ernest  N.  Morial  Convention  Center, 
New  Orleans 

24-25  The  2000  Newspaper  Advertising 
Conference  and  Expo:  Building  Customer 
Relationships,  World  Association  of 
Newspapers,  Centro  Affari,  Florence,  Italy 

24-25  AAF  “25  Most  Promising  Minority 
Students,”  American  Advertising  Federation, 
Waldorf-Astoria,  New  York 

MARCH 

1-3  AAAA  Media  Conference,  American 
Association  of  Advertising  Agencies, 
Disney’s  Contemporary  Resort, 

Orlando,  Fla. 

8-11  SNA  Spring  Publishers  Conference, 
Suburban  Newspapers  of  America,  Westin 
Resort,  Maui,  Hawaii 


9-11  Northern  Shortcourse,  National  Press 
Photographers  Association/Society  of 
Professional  Photographers,  Buffalo,  N.Y. 

12-15  lAPA  Mid-Year  Meeting,  Inter 
American  Press  Association,  Fiesta 
Americana  Coral  Beach,  Cancun,  Mexico 

16- 18  IFPA  Spring  Conference, 
Independent  Free  Papers  of  America, 

KonKai  Continental  Plaza  Resort,  San  Diego 

17- 20  National  College  Media  Spring 
Convention,  College  Media 
Advisers/Columbia  Scholastic  Press 
Association,  Marriott  Marquis,  New  York 

APRIL 

4-7  NIE  (Newspapers  In  Education)  2000 
Conference,  Newspaper  Association  of 
America  Foundation,  TBA,  New  York 


MAY 

8  AP  Annual  Meeting,  The  Associated 
Press,  St.  Bartholomew’s  Church,  New 
York;  AP  Annual  Luncheon,  The  Associated 
Press,  Waldorf-Astoria,  New  York 


Note:  To  list  events,  please  fax  to  Calendar  Editor 
at  (212)  691 -7287. 

Additional  information  about  these 
and  future  events  can  be  found  at 
http://www.mediainfo.com/ephome/ 
events/eventshtm/calendar2k.htm 


Thomas  Wilkins  conducts  The  Florida  Orchestra  j 

We're  proud  to 
play  our  part 

The  St.  Petersburg  Times'  is  committed  to  serving  our  ! 

community  in  many  ways.  Every  day  we  produce  a  newspaper  i 
filled  with  the  news  that  matters  most  to  our  readers.  And 
every  year  we  donate  a  significant  amount  of  money  to  the  ; 

efforts  that  matter  most  to  our  readers.  ! 

Last  year  we  continued  our  tradition  of  giving, 

sharing  more  than  $l-million  with  ; 

nearly  150  worthy  causes.  From  the  masterworks  of  the  I 

Florida  Orchestra  to  the  masterpieces  of  Salvador  Dali, 
millennium  celebrations  to  marching  bands  on 
Martin  Luther  King  Day,  the  Times  continued  its 

tradition  of  community  support.  j 

I 

We  embrace  the  challenges  and  changes  of  a  new'  century,  I 

while  holding  fast  to  a  tradition  that  will  never  change  -  our 
commitment  to  community.  From  Debussy  to  debates, 

Beethoven  to  ballet,  we  are  proud  to  play  our  part. 

§t.  Petersburg  Slimes 

sptimes.com 
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Hotl^e 


Ventura  s 


The  media-thrashing  Brill’s  Content  has 
published  a  first-person  account  by  George 
Ventura,  the  former  lawyer  for  Chiquita 
Brands  International  Inc.  who  was  pros¬ 
ecuted  for  aiding  The  Cincinnati 
Enquirer  s,  bungled  1998  Chiquita 
investigation. 

In  a  seven-page  piece.  Ventura 
writes  that  he  pities  Michael 
Gallagher,  the  former  Enquirer 
reporter  who  revealed  him  as  a 
source,  and  lays  the  final 
blame  on  the  Enquirer  and  its 
parent  Gannett  Co.  Inc.  The 
story  opens  with  a  photo  of 
Ventura  wearing  handcuffs 
and  a  long  face,  accompanied 
by  the  sentence.  “I  trusted  a 
reporter." 

Ouch. 

But  the  darts  don't  end  there. 
According  to  the  alternative  Cin¬ 
cinnati  CityBeat.  Chiquita  mysteri¬ 
ously  found  out  about  the  Brill’s  story 
before  it  went  to  press  and  called 


Ventura's  lawyer  to  complain  about  it. 
Brill’s  had  just  sent  portions  of  its 
story  to  four  of  the  key  players  for  fact¬ 
checking  purposes:  Enquirer  Publisher 

Harry  Whipple;  former  Editor 

Lawrence  Beaupre;  Galla¬ 
gher;  and  his  former 
reporting  partner.  Cam¬ 
eron  McWhirter.  So,  asks 
CityBeat:  Was  there  still 
contact  between  Gannett 
and  Chiquita  more  than 
a  year  after  the 
Enquirer  retracted  the 
series  and  paid  a  SIO- 
million-plus  settlement 
to  Chiquita? 

Gannett  said  Ventura's 
claims  are  "completely  with¬ 
out  merit"  and  declined  to 
comment  further,  citing  pend¬ 
ing  litigation.  —  Lucia  Moses 


George  Ventura,  former 
anonymous  source 


Hark,  the  Herald... 

Miami  now  has  its  first  street 
newspaper  —  with  a  name  that's  a 
little  too  familiar  for  executives  at 
The  Miami  Herald  and  its 
Spanish-language  sister  paper  El 
Nuevo  Herald. 

For  the  past  few  weeks,  home¬ 
less  people  out  of  the  COSAC 
Helping  People  in  America  shelter 
in  Hollywood.  Fla.,  have  been 
hawking  an  eight-page  paper  called 
The  Homeless  Herald.  The  paper, 
using  an  Old  English  typeface 
strikingly  similar  to  The  Miami 
Herald's,  is  printed  at  the  Sun- 
Sentinel  plant  in  Fort  Lauderdale 
and  .sells  about  25.000  to  30.000 


copies  an  issue,  said  COSAC 
Founder  Sean  A.  Cononie. 

Cononie  said  he  just  likes  the 
alliteration  of  the  name.  “And  the 
word  'herald'  appears  in  the  Bible. 
You  know,  ‘Hark,  the  Herald 
Angel  Sings’  and  all  that."  he  said. 
After  receiving  a  letter  from  the 
earthly  Herald's  outside  law  firm. 
Cononie  said  he's  willing  to  make 
changes  to  accommodate  the 
Knight  Bidder  paper. 

The  Herald  isn't  trying  to  be  a 
heavy,  either,  said  its  attorney,  Sam 
Terilli.  "If  they're  reasonable, 
we'll  be  able  to  resolve  it."  he  said. 
"If  they're  not.  we're  going  to 
have  to  take  them  to  court." 


No  offense,  eh? 

Ottawa  Citizen  Deputy  Edi¬ 
torial  Page  Editor  John  Robson 
apologized  in  print  Jan.  19  for 
a  column  that  called  Russia  a 
filthy,  corrupt  "lump  of  dung"  — 
and  had  Russian  diplomats  scur¬ 
rying  to  complain  to  their 
Canadian  counterparts  in  Moscow 
and  Ottawa. 

“I  wrote  it  badly,  and  I  feel 
bad  about  what  I  wrote  and  the 
reaction."  Robson  said  in  a  tele¬ 
phone  interview. 

Robson  certainly  wrote  vividly. 
Playing  upon  Winston  Churchill's 
famous  description  of  Russia  as  an 
enigma,  Robson  wrote,  “Russia  is 


QUOTE  OF  THE  WEEK 

WE  ALL  ADMIRE 
THE  FELLOW  WHO 
CAN  DO  THE 
DECATHLON,  BUT 
WHEN  HE  MUST 
COMPETE  WITH  THE 
SPECIALIST,  HE 
ALWAYS  LOSES. 

—  Berad  Egert, 
marketing  director, 
MAN  Roiand 
Druckmaschinen 
(p.  26) 


a  lump  of  dung  wrapped  in  a  cab¬ 
bage  leaf  hidden  in  an  outhouse.” 
The  country,  he  added,  "stinks,  lit¬ 
erally  and  figuratively,  and  always 
has.  People  there  have  no  man¬ 
ners.  ...  The  bottom  line  is;  Russia 
has  sucked,  sucks,  and  will  suck.” 
The  headline  writer,  too,  entered 
into  the  spirit  of  the  Jan.  7  column: 
"Russia  Under  Putin  Will  Suck, 
As  Always.” 

Leonid  Kadytchev,  a  spokes¬ 
man  at  the  Russian  Embassy  in 
Ottawa,  said  there  had  been  no 
official  protest  of  the  article. 
"There  were,  however,  some  steps 
undertaken.”  Kadytchev  added. 

—  Mark  Fitzgerald 
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[environmental 
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growth] 


Pine  Falls  Paper  Company  partiapates  in  the  Manitoba 
Model  Forest,  part  of  a  global  effort  dedicated  to  learning 
>  about,  appreciating  and  ensuring  conservation  of  all  the 
values  of  the  forest  for  future  aenerations. 
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Tembec  Inc.  is  proud  of  its 
partnership  with  Pine  Falls 
Paper  Company,  which  shares 
Tembec's  commitment  to  the 
environment.  A  valued  and 
responsible  member  of  its 
community,  Pine  Falls  strives 
to  operate  in  harmony  with 
nature.  Its  $30  million  sec¬ 
ondary  treatment  facility  is  a 
reflection  of  our  environmental 
responsibility.  This  facility  and  our  ongoing  forest  management  program  will  allow  future 
generations  the  safe  use  and  enjoyment  of  our  precious  natural  resources.  As  a  part  of  the 
Tembec  Newsprint  &  Publishing  Papers  Division,  Pine  Falls  continues  to  grow  and  evolve, 
meeting  new  challenges  and  ensuring  our  continued  success. 


ESS 


incorporating 
Spruce  Falls  Inc. 
and 

Pine  Falls  Paper  Company 
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Continued  from  Page  5 

Statehouse  reporters 
get  eviction  notice 

Casper  Star-Tribune  State- 
house  reporters  have  worked  out 
of  an  office  just  down  the  hall 
from  the  Senate  and  House  in 
the  Wyoming  State  Capitol 
“since  God  was  a  little  child.'’ 
as  Editor  Dan  Neal  says. 

But  come  this  summer,  the 
state  wants  to  take  over  the 
office.  The  Star-Tribune  and 
The  Associated  Press,  which 
uses  the  office  during  Wyo¬ 
ming’s  brief  legislative  sessions, 
may  be  offered  space  in  a  new 
"media  center’’  —  located  in  the 
basement,  said  Secretary  of 
State  Joe  Meyer. 

“I  have  a  space  need,  and  the 
Legislature  has  a  space  need,’’ 
Meyer  said. 

Star-Tribune  Editor  Neal  .said 
he’s  still  hopeful  the  paper  can 
keep  the  office.  “We  think  it 
gives  us  great  access,’’  he  said. 
“But  during  [legislative  ses¬ 
sions]  it  also  gives  legislators 
and  lobbyists  great  access  to 
us  —  and  it’s  not  so  sure  they 
want  to  give  that  up.’’ 

Media  watch  in  L.A. 
as  Isuzu  presses  suit 

A  defamation  lawsuit  brought 
by  Isuzu  Motors  against  Con¬ 
sumer  Reports  magazine’s  par¬ 
ent  Consumers  Union  is  set  to 
begin  in  Los  Angeles,  and  the 
case  is  being  eyed  by  several 
large  media  organizations  for  its 
First  Amendment  implications. 

Isuzu  contends  that  Consum¬ 
ers  Union  rigged  a  test  so  that 
two  of  its  Trooper  vehicles  and 
a  similar  Acura  model  would  tip 
up  on  two  wheels.  The  automo¬ 
bile  maker  also  maintains 
Consumer  Reports  staged  the 
test  to  boost  circulation  and 
increase  fund-raising  for  the 
nonprofit  magazine,  which  does 
not  accept  advertising. 

The  Los  Angeles  Times  and 


The  Washington  Post  are  among 
several  newspapers  that  are  con¬ 
cerned  about  the  lawsuit’s  First 
Amendment  implications. 

U.S.  District  Court  Judge 
Richard  A.  Paez,  who  is  presid¬ 
ing  over  the  case,  has  ruled  that 
Isuzu  needs  to  prove  Consumers 
Union  acted  with  actual  malice. 

Sued  12  times  since  1960, 
Consumers  Union  has  never  lost 
a  ca.se.  though  it  reportedly  has 
spent  millions  defending  itself 
in  the  Isuzu  lawsuit. 

“We  believe  that  what  is  at 
stake  here  is  our  right  to  publish 
our  independent  test  results  in 
the  consumer  interest  and  with¬ 
out  intimidation,’’  Consumers 
Union  President  Rhoda  H. 
Karpatkin  said  in  a  statement. 

Chicago  Tribune  sue6 
by  an  ex-prosecutor 

A  former  prosecutor  who  was 
charged  and  acquitted  of  fram¬ 
ing  a  man  for  murder  is  suing 
the  Chicago  Tribune  for  libel. 

In  a  lawsuit  filed  in  DuPage 
County,  111.,  Thomas  Knight 
alleges  he  was  defamed  in  a  Jan. 
12,  1999,  article  by  staff  writers 
Maurice  Possley  and  Ken  Arm¬ 
strong  that  was  part  of  a  series 
on  misconduct  by  criminal  pros¬ 
ecutors.  Last  year.  Knight,  along 
with  two  other  former  DuPage 
County  prosecutors  and  four 
sheriff’s  officers,  was  tried  on 
criminal  charges  of  framing 
Rolando  Cruz  in  the  1983  mur¬ 
der  and  rape  of  10-year-old 
Jeanine  Nicarico.  All  seven 
were  acquitted. 

In  another  development  stem¬ 
ming  from  a  Tribune  investiga¬ 
tive  series.  Cook  County,  Ill., 
prosecutors  Jan.  1 8  dropped 
murder  charges  against  Steve 
Manning,  whose  1993  murder 
conviction  was  examined  in  a 
series  on  the  overuse,  and  unre¬ 
liability,  of  jailhouse  informers. 
The  former  Chicago  jxilice  offi¬ 


cer  spent  about  AUi  years  on 
Death  Row  before  his  convic¬ 
tion  was  overturned. 

Reuters  workers 
stage  sickout 

It  wasn’t  the  flu,  but  75%  of 
Reuters’  120  New  York-based 
journalists  called  in  sick  Jan.  1 8. 
The  sickout  to  protest  dragging 
union  contract  talks  left  some 
30  journalists  to  cover  a  busy 
day  of  fourth-quarter  corporate 
earnings  news. 

The  ill  will  was  prompted  by 
differences  over  job  security 
issues.  The  wire  service  says  it 
needs  more  flexibility  to  lay  off 
staffers  in  an  increasingly  com¬ 
petitive  world.  “The  Guild 
wants  a  contract  that  essentially 
provides  lifetime  security. 

That’s  just  not  realistic  in  to¬ 
day’s  market,”  Reuters  spokes¬ 
man  Robert  Crooke  said.  The 
Newspaper  Guild  of  New  York, 
which  said  it  didn’t  organize  the 
sickout,  has  resisted  pay  cuts 
and  removal  of  job  protections. 

Talks  on  a  new  contract  cov¬ 
ering  6(X)  Reuters  employees  in 
the  United  States  have  been 
going  on  since  1997  and  are  set 
to  resume  Jan.  25. 

Creo  buys  Scitex’s 
prepress  business 

Creo  Products  Inc.,  the  com- 
puter-to-plate  (CTP)  .systems 
supplier  based  in  Vancouver, 
British  Columbia,  bought  the 
prepress  business  of  one  of  its 
biggest  competitors,  Scitex 
Corp.  Ltd.,  in  a  stock  deal  val¬ 
ued  at  U.S.  $537  million  at  the 
sale’s  announcement  Jan.  18. 

Upon  completion  of  the 
transaction,  Scitex,  which  is  get¬ 
ting  13.25  million  Creo  shares, 
will  have  a  stake  of  approxi¬ 
mately  27%  in  Creo.  The  pre¬ 
press  operations  of  both  compa¬ 
nies  will  be  combined  in  a  new 
graphic  arts  group  that  tenta¬ 


tively  is  named  Creo/Scitex. 

Creo  is  getting  the  lion’s 
share  of  Scitex,  whose  prepress 
business  last  year  accounted  for 
about  $450  million  of  its  total 
sales  of  $685  million.  Creo  had 
total  sales  of  $178  million  in 
1999.  Creo’s  work  force  will 
increase  from  1,800  now  to 
4,200.  Scitex  employees  will 
continue  to  work  from  its 
Herzliya.  Israel,  headquarters, 
and  Creo  will  remain  in 
Vancouver.  The  newly  com¬ 
bined  company  will  have  an 
estimated  6%  to  7%  market 
share  of  the  preprint  indu.stry. 

Scitex  Chairman  Rimon  Ben- 
Shaoul,  who  along  with  Scitex 
President  and  CEO  Yoav  Z. 
Chelouche.  is  taking  one  of 
the  nine  board  of  director 
spots,  said  Scitex  was  not 
being  liquidated,  but  would 
focus  on  digital  printing. 

Kup  de  maitre 
at  Sun-Times 

When  Irv  Kupcinet  sat  down 
to  write  his  first  column,  the 
world  was  a  different  place. 
America  was  at  war.  FDR  was 
president.  And  Chicago  was 
cold.  Well,  OK,  not  everything 
has  changed. 

Kupcinet’s  Chicago  Sun- 
Times  column,  “Kup’s 
Column,”  celebrated  its  57th 
anniversary  Jan.  17,  and  the 
newspaper  celebrated  the 
“longest-running  newspaper  col¬ 
umn  in  the  United  States”  by 
dedicating  a  bronze  plaque  to 
the  seasoned  veteran. 

The  plaque’s  inscription, 
authored  by  Editor  in  Chief 
Nigel  Wade,  reads,  “Chronicler 
of  Chicago  nightlife,  companion 
to  celebrities,  confidant  to  presi¬ 
dents,  friend  to  all.” 

Reported  and  written  by 

Joel  Davis,  Mark  Fitzgerald, 
Lucia  Moses,  and 
Jason  Williams 
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Last  year,  three.  Eastern 
Washington  newspapers 
took  on  tough  diversity 
issues.  Their  courage  did 
not  go  unnoticed. 


First  to  notice  were  readers  of  The  Spokesman-Review  in  Spokane,  The  Wenatchee 
World  and  the  Yakima  Herald-Republic.  Residents  of  these  largely  rural  Eastern  Washington 
regions  were  challenged  with  quality,  in-depth  coverage  of  potentially  sensitive  stories. 

The  Spokesman-Review  investigated  the  white  supremacist  group  Aryan  Nation  in 
"In  it  together."  The  Wenatchee  World  explored  the  failure  of  affirmative  action  and  minority 
employment  in  local  government.  And  the  Yakima  Herald-Republic  tackled  the  ongoing 
problem  of  "Farm  Worker  Housing"  for  a  largely  migrant  work  force  in  area  orchards  and  fields. 

Next  to  notice  were  judges  in  The  Seattle  Times  C.B.  Blethen  Awards,  the  premier 
annual  journalism  competition  for  Pacific  Northwest  newspapers.  They  acknowledged  the 
quality  of  the  work,  risks  taken,  limited  resources  and  solutions  offered — and  awarded  each 
newspaper  a  C.B.  Blethen  Award  for  Distinguished  Coverage  of  Diversity.  This  award  is  one  of 
the  few  awards  in  the  country  to  recognize  exceptional  journalism  on  diversity  issues. 

The  Seattle  Times  is  proud  to  honor  Pacific  Northwest  journalists  and  newspapers 
working  to  change  the  face  of  intolerance  and  bigotry  in  our  land. 


The  C.B.  Blethen  Awards,  created  in  1977  to  honor  C.B.  Blethen,  publisher  of  The  Seattle  Times  from  1915  to  1941,  are  sponsored 
by  The  Seattle  Times  and  administered  by  the  Pacific  Northwest  Newspaper  Association. 
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Wilkes-Barre 
may  soon  have 
new  Citizens  ’  Voice 
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Twenty-one  years  ago,  204 

union  members  walked  out  of 
The  Times  Leader  in  Wilkes- 
Barre.  Pa.,  and  started  publishing 
a  new  daily  paper  in  an  old  con¬ 
verted  warehouse. 

The  Citizens  ’  Voice  —  which  started  as  an 
attempt  to  pressure  The  Times  Leader's,  then- 
new  owner,  the  former  Capital  Cities  Com¬ 
munications  Inc.,  during  a  nasty  labor  dispute 
—  would  become  one  of  the  nation’s  most 
enduring  strike  papers. 

With  union  support,  the  strikers  eventually 
paid  off  their  debts  and  took  ownership  of  the 
paper.  But  the  Voice  has  been  losing  steam. 
Its  circulation  once  rivaled  that  of  The  Times 
Leader,  now  a  Knight  Bidder  paper,  but  has 
declined  over  the  past  decade. 

The  Voice's  board  of  directors  have  decid¬ 
ed  they've  gone  it  alone  long  enough.  The 
paper  is  in  talks  to  sell  to  Scranton-based 
Times-Shamrock  Communications,  parent  of 
that  city's  morning  Tribune  and  evening 
Scranton  Times. 

"We've  gone  up  against  major  companies 
and  now,  of  course.  Knight  Bidder,  and  it's 
been  a  battle  over  the  years,"  said  Voice  City 
Editor  Bill  DeBemer,  one  of  its  original 
employees  and  a  shareholder. 

A  deal  would  pit  Times-Shamrock  against 
media  giant  Knight  Bidder  and  could  spark 
an  old-fashioned  newspaper  war  between 
Wilkes-Barre's  two  dailies. 

Times-Shamrock  already  has  a  strong 
regional  presence,  but  wants  more.  It’s  run  by 
the  third  generation  of  the  family  of  its 
founder,  E.J.  Lynett.  who  started  the  compa¬ 
ny  in  1895  with  the  purchase  of  the  Times. 
Today,  the  company  has  13  newspapers  and 
10  radio  stations,  including  ones  serving 
Scranton  and  Wilkes-Barre.  The  private  com¬ 
pany  doesn’t  release  financial  data. 

Knight  Bidder  is  a  newcomer  to  the  area, 
having  bought  The  Times  Leader  two  years 


ago.  but  as  the  No.  2  U.S.  newspaper 
publisher  in  terms  of  daily  circulation, 
it  has  deep  resources  and  talent. 

DeBemer  likes  the  fact  that  Times- 
Shamrock  is  owned  by  a  local  family  and 
has  unions  at  several  of  its  papers,  and  ’j 
sees  the  Voice's  pay  and  revenues  improv¬ 
ing  under  its  ownership.  “We  have  a  chance 
to  go  to  another  level  with  them,"  he  said. 

While  the  pay  has  gone  up  since  the 
Voice's  early  days,  when  employees  survived 
on  strike  pay.  it  still  trails  The  Times  Leader, 
and  the  Voice  runs  with  about  half  the  news 
staff.  In  the  late  I98()s,  the  Voice's  daily  cir¬ 
culation  was  45,200  to  The  Times  Leader  s 
49,200.  But  while  The  Times  Leader  has  held 
steady,  the  Voice  since  has  dropped  to 
33,800.  It  also  didn’t  help  that  the  Voice 
raised  its  cover  price  to  50  cents,  while  The 
Times  Leader  still  costs  a  quarter. 

The  sale  news  hasn’t  been  met  with  univer¬ 
sal  support.  Some  shareholders  are  concerned 
about  how  much  they  would  get  for  their 
stock,  while  others  worry  about  layoffs.  Carol 
Crane,  president  of  the  local  chapter  of  The 
Newspaper  Guild  representing  96  Voice 
employees,  said  she  would  have  "a  lot  of  hard 
questions”  to  ask  at  a  planned  Jan.  2 1  meeting 
with  Times-Shamrock.  "Our  main  concern  is 
for  no  one  to  lose  their  job,”  she  said. 

Other  local  publishers,  meanwhile,  have 
been  trying  to  figure  out  how  the  proposed 
sale  would  affect  them.  "Our  hope  is,  they'll 
be  so  busy  battling  each  other  [that]  they'll 
leave  us  alone,”  said  Bon  Bartizek,  who  puts 
out  a  paid  weekly  in  suburban  Wilkes-Barre. 

Selling  to  Times-Shamrock  may  help  the 
Voice  in  the  near  term,  but  history  hasn’t  been 
kind  to  No.  2  papers.  Only  1 1  U.S.  cities  have 
competing  a.m.  papers,  according  to  the  1999 
Editor  &  Publisher  International  Year  Book. 
Moreover,  the  competition  in  Wilkes-Barre  is 
fierce.  In  addition  to  TV  and  radio,  readers  can 
buy  the  New  York  and  Philadelphia  dailies. 


plus  a  host  of  local  papers. 

"1  predict  it  won’t  be  long  before  The 
Scranton  Times  will  be  folding  The  Citizens’ 
Voice  into  the  Times  and  running  it  as  a  sec¬ 
tion.”  said  Tom  Berner,  a  journalism  professor 
at  Pennsylvania  State  University.  "I  just  don’t 
think  the  town  can  sustain  two  profitable 
newspapers,  and  eventually  it'll  disappear.” 

Co-Publisher  William  Lynett  said  Times- 
Shamrock  has  no  plans  to  close  or  merge  the 
Voice.  He  said  Scranton  and  Wilkes-Barre, 
about  25  miles  apart,  have  separate  identities 
and  are  best  served  by  separate  papers. 
Nevertheless,  he  sees  taking  a  regional 
approach  to  selling  ads  for  the  two  papers. 

If  sold,  the  Voice  would  lose  its  status  as 
one  of  a  few  employee-owned  papers  in  the 
nation  —  and  possibly  the  longest  surviving 
strike  paper. 

"What  makes  The  Citizens’  Voice  unique 
is  that  it  lasted  so  long  as  a  strike  newspa¬ 
per.”  said  Berner,  who  has  found  15  newspa¬ 
pers  that  began  as  strike  papers.  Because  of 
their  ideology,  they  generally  didn't  flourish 
until  after  they  were  bought,  he  said.  “We 
like  our  new'spapers  to  be  as  free  as  possible 
of  entanglements.” 

Wilkes-Barre’s  long  pro-labor  history 
helps  explain  the  Voice's  longevity. 

"Probably  most  people  here  can  trace  a  fam¬ 
ily  member  to  the  coal  mines.”  DeBemer  said. 
“I  had  a  grandfather  killed  in  a  mine  explosion 
and  an  uncle  who  died  in  cave-in.  People  grew 
up  with  this  kind  of  philosophy.”  The  question 
is,  will  the  Voice's  readers  stay  loyal  if  the 
paper  is  no  longer  owned  by  its  employees?  ■ 
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T^evVe  superheroes? 

A/o,  they’re...  So^erZeroyf 


\^\Ve  WyjlN\(.\\,  Pulitzer  Prize-winning  editorial  cartoonist  for 

The  Atlanta  Journal-Constitution,  storms  onto  the  comics  pages  with  a 

new  comic  strip  about  two  caped  crusaders. 

Mantv  and  Biueblrii  live  in  a  secret  lair 

(OK,  JO  iT^’j  rea((v  +f*eir  wo+her’j  tajewen+j  and  fight  some  of 
the  most  unusual  villains  around. 

irrepressible  imagination  brings  these 
two  lovable  losers  to  life  in  So^erZeroy,  which  is  taking  off 
faster  than  a  runaway  train. 

Call  your  TMS  representative  for  rates  and  availability  at  800-245-6536. 

See  samples  at  wvvw.tms.tribune.com. 
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viewpoint 

U.S.  Postal  Service’s 
proposed  spam  subsidy 

In  those  unavoidable  TV  ads  for  its  express  mail  service,  the  U.S.  Postal  Service 
(USPS)  cranks  up  the  old  Steve  Miller  Band  song.  "Fly  Like  An  Eagle."  for  the 
soundtrack.  Considering  how  newspapers  are  treated  in  its  newest  rate  proposal,  a 
more  appropriate  theme  song  for  the  USPS  is  another  dusty  from  the  1970s:  The 
O' Jays'  "Back  Stabber." 

Postmasters  general  love  to  tell  publishers  how  much  they  care  about  newspa¬ 
pers.  which  are.  after  all.  the  oldest  business  customers  of  the  Postal  Service. 
Meanwhile,  back  in  Washington,  bureaucrats  devise  rate  proposals  that  punish 
newspapers  while  rewarding  the  USPS'  other  TV  commercial  star  —  direct-mail 
advertisers. 

This  latest  proposal  is  particularly  egregious.  It  isn't  just  that  the  USPS  wants 
to  wring  89f-  to  \09c  increases  from  a  community  newspaper  industry  that  is  grow¬ 
ing  more  reliant  on  the  in-county  rate.  Or  that  it's  trying  to  foist  an  unjustifiable 
159?-  increase  on  the  newspapers  and  magazines  that  mail  at  the  second-class  rate, 
including,  we  should  note.  E&P.  What's  most  insulting  about  these  increases  is 
that  the  Postal  Service  wants  to  ilecrease  the  rate  direct  mailers  pay  for  some  of 
their  heaviest-weight  advertising  pieces. 

In  a  proposal  where  everyone  from  the  tiny  Fitchburg  (Wis.)  Star  to  a  fourth- 
grade  pen  pal  is  being  asked  to  pay  more,  it  sure  looks  like  the  USPS  —  flush  from 
five  straight  years  of  budget  surpluses  —  is  cutting  a  big  break  for  snail-mail's  ver¬ 
sion  of  spam.  This  rate  proposal  deserves  to  go  where  most  junk  mail  goes  — 
directly  into  the  trash  can. 

Everybody’s  loss 

Stan  Tiner.  executive  editor  of  The  Daily  Oklahoman  in  Oklahoma  City.  Martha 
Steffens,  executive  editor  of  the  Press  &  Sun-Bniletin  in  Binghamton.  N.Y. 
Lorraine  Branham,  executive  editor  of  the  Tallahassee  (Fla.)  Democrat. 

These  are  important  names  in  American  newspapering. 

But  there's  a  catch.  These  veteran  editorial  leaders  —  innovative,  push-the-enve- 
lope  leaders  —  are  no  longer  working  at  American  newspapers.  In  the  past  few 
months,  all  three  have  been  somewhat  unceremoniously  separated  from  the  papers 
they  were  serving.  At  a  time  when  upper  management  in  the  newspaper  business  is 
lamenting  the  loss  of  top  editors  to  Internet  ventures  and  other  businesses  outside 
our  industry,  a  parade  of  such  stellar  players  walking  offstage  is  disturbing. 

Yes.  management  has  the  right  to  change  horses.  And.  yes.  new  blood  can  be 
invigorating.  Nevertheless,  the  job  of  steering  the  editorial  ship  at  newspapers 
large  and  small  is  becoming  an  increasingly  complex  and  demanding  enterprise  — 
one  that  argues  for  seasoned  leaders  at  the  helm. 

In  each  of  the  above-mentioned  cases,  the  front  office  had  precious  little  to  say 
about  the  grounds  for  separation.  That's  not  a  healthy  state  of  affairs.  Silence  under 
these  circumstances  is  an  insult  to  the  industry  and  readers. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 

With  which  have  been  merged:  The  Journalist,  established  March  22.  1884;  Newspaperdom.  March  1892; 
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W.A.  White:  Born  in  ...  the  USA 

In  his  letter  to  the  editor  [t'&P,  Dec.  25.  p. 
26),  David  Clymer  says  he  always  heard  that 
William  Allen  White  was  bom  in  El  Dorado, 
Kan.  —  not  in  Emporia,  where  White  later  rose 
to  world  fame  as  the  editor/owner  of  The 
Emporia  Gazette.  Sorry,  Mr.  Clymer.  it  was 
Emporia.  Mr.  White  himself  reports  that  fact  in 
the  first  sentence  of  his  autobiography. 

John  Lee 
president  and  CEO 
Harris  Enterprises  Inc. 

Hutchinson.  Kan. 

Just  the  facts 

Unfortunately,  the  sources  analyzing  the 
American  Opinion  Research  poll  about  news¬ 
papers  endorsing  candidates  [E&P,  Jan.  3.  p. 
18]  missed  the  mark  on  why  small  papers  don't 
endorse  candidates. 

The  problem  is  simple  bias  and  objectivity. 

Large  newspapers  have  independent  editori¬ 
al  boards  to  offer  their  papers'  opinions  and 
therefore  can  claim  that  their  rank-and-file 
reporters  and  editors  are  not  affected  by  those 
opinions.  Smaller  newspapers,  especially  com¬ 
munity  weeklies,  have  fewer  people  writing 
and  editing  the  entire  newspaper  than  most  big 
papers  have  on  their  editorial  boards. 

At  my  25.000-distribution  free  weekly 
newspaper.  I  have  four  people,  including  me, 
putting  this  paper  together.  I  frequently  find 
myself  becoming  a  reporter  again,  covering  a 
beat  due  to  illness,  vacation,  or  whatever.  (If 
one  reporter  calls  in  sick.  I've  lost  25^  of  my 


50 

YEARS  AGO  ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Jan.  21,  1950 

Establishment  of  a  $250.(XX)  laborato¬ 
ry  for  experimentation  and  training  for 
four-color  web  offset  press  operations 
was  announced  this  week  by  Mark 
Ellingson,  president  of  Rochester 
Institute  of  Technology. 

Despite  the  misgivings  of  calendar 
purists,  mid-century  observances  are  now 
in  full  swing,  and  among  those  making 
the  most  of  the  opportunity  are  the 
newspapers. 


staff.  Imagine  if  25%  of  The  Washington  Post 
called  in  sick.) 

My  editorial  board,  such  as  it  is.  is  myself 
and  my  publisher.  And  we  both  have  our  hands 
deep  into  the  news-gathering  and  writing  pie. 
The  situation  could  easily  come  about  where 
we  w  rite  an  endorsement  editorial  for  one  can¬ 
didate  over  another,  then  have  to  go  out  the 
next  week  and  interv  iew  the  candidate  we  just 
stuck  it  to.  What  do  we  say  then?  “You  know, 
that's  just  my  opinion.  It  will  have  no  effect  on 
how  I  report  this  story."  ? 

So.  to  prevent  that,  we  tell  our  readers  each 
election  cycle:  “We'll  give  you  the  facts  about 
the  candidates,  the  issues,  and  their  stands  on 
the  issues  —  then  you  decide  and  vote."  And 
speaking  of  that,  we  find  our  paper  to  be  more 
effective  and  to  have  more  of  an  impact  by 
advcx-'ating  “Get  Out  the  Vote"  efforts  than  by 
saying  one  political  hack  is  better  than  another. 

Mark  B.  Evans 
editor 

Northwest  E.\plorer 
Tucson.  Ariz. 


_ letters 

letters@mediainfo.com 

E&P —  ‘Incredible’! 

I  found  it  incredible  that  you  would  run  Nat 
Hentoff's  hit  piece  on  George  W.  Bush  in  your 
first  issue  of  the  new  century  —  or  any  other 
issue  ["The  unexamined  death  record  of 
George  W.  Bush."  E&P.  Jan.  3.  p.  54].  What 
does  that  have  to  do  with  press  issues? 

There  is  a  reason  why  Rush  [Limbaugh.  a 
radio  show  host]  rules  and  daily  newspaper  cir¬ 
culation  declines.  The  bias  of  the  mainstream' 
media  is  so  bad  that  people  are  turned  off. 

Doug  Hirsch 
publisher 
Valley  Post 
Anderson,  Calif 

Correction 

In  the  “More  '99  Newspaper  Transactions" 
listing  published  Jan.  10  on  p.  18.  E&P  trans¬ 
posed  the  identities  of  buyer  and  seller  of  the 
Banner-Graphic  in  Greencastle.  Ind.  Rust 
Communications  was  the  buyer  and  John  Dille 
w  as  the  seller  of  the  evening  daily. 


ACCU 


Is  Your  Revenue-Generating  Partner 


•  Make  money  with 
co-hranding  partnership 
opportunities 

•  Save  money  and  let  us  do 
all  the  work 


In  Your  Newspaper 


•  Make  money  with 
premium  ad  space 

•  Save  money  with  camera- 
ready  packages 


_ The  World's  Weather  Authority’" _ 

385  Science  Park  Road.  State  College,  PA  16803 
Call  800-566-6606  •  Fax  814-235-8609 
E-mail  sales@accuwx.com 

accuweather.com  1  O  2000  AccuWeather.  Inc. 


www.mediainfo.com 


JANUARY  24,  2000  EDITOR  &  PUBLISHER  1 7 


I 


L>;'Jl:::'il 


In  a  changing 
competitive 
landscape  for 
big  offset 
presses,  more 
manufacturers 
offer  more 
models  to 
ever-more 
demanding 
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DBYE 

ENBERG? 

R  THINK  AGAIN 


By  Jim  Rosenberg 


In  the  year  2000,  with  the  Internet  infected 
with  virulent  hype  and  self-appointed  pun¬ 
dits  predicting  the  demise  of  the  printed 
word,  makers  of  the  venerable  printing 
press  look  forward  to  a  pretty  good  year — 
maybe  even  a  banner  decade.  Business  is  good. 

There  are  now  probably  more  suppliers  of 
newspaper  presses  in  North  America  than  at  any 
time  in  the  20th  century.  There  is  demand  for 
new  printing  equipment,  owing  to  newspapers’ 
needs  to  add  color  capacity  and  control  waste. 
Advances  in  press  technology  are  making  it  fea¬ 
sible  for  publishers  to  replace  presses  that  are 
less  than  20  years  old.  And  the  digital  printing 
press,  the  ultimate  form  of  Johann  Gutenberg's 
moveable  type,  may  prove  a  feasible  technolo¬ 
gy  for  newspapers  within  the  next  20  years. 

Richard  J.  Sutis.  Asia-Pacific  senior  vice 
president  and  chief  technology  officer  at  Goss 
Graphic  Systems  Inc.,  believes  newspapers 
still  constitute  a  dynamic  industry.  “But  the 
pace  is  somewhat  slower  than  what  the  public¬ 
ity  gives  to  the  dot-com  world.”  he  says,  mea¬ 
suring  his  words  carefully.  Still,  he  confident¬ 
ly  concludes  that  much  ad  revenue  remains  to 
be  tapped  by  newspapers,  which  “are  not 
being  obsoleted  by  the  Internet.” 

How  strong  is  this  market?  While  industry¬ 
wide  press  sales  figures  are  well-nigh  impossi¬ 
ble  to  divine,  several  manufacturers  saw  rev¬ 
enues  rise  over  the  past  two  to  three  years  as 

www.mediainfo.com 


publishers  became  less  wary  of  the  Internet  and 
more  confident  in  their  print  products’  future. 

Newsprint  consumption  is  up.  and  with  a 
healthy  economy  providing  the  ad  volume, 
dailies  continue  to  see  page  growth  and 
demand  for  more  color.  Looking  at  the  num¬ 
bers.  U.S.  newsprint  consumption  in  1998  was 
approximately  40*^  higher  than  in  1972.  ac¬ 
cording  to  U.S.  Department  of  Commerce  and 
Canadian  Pulp  and  Paper  Association  figures. 
During  roughly  the  same  period,  starting  about 
the  time  double-wide  offset  began  to  take  hold 
in  the  early  ’70s.  the  number  of  U.S.  daily 
newspapers  dropped  by  15%.  according  to  fig¬ 
ures  compiled  by  Editor  &  Publisher  Co. 
Results  for  most  of  1999  suggest  newsprint 
consumption  will  surpass  1998  by  about  2%. 

Consumption  that  doesn’t  go  into  copies 
must  go  into  pages,  and  it  takes  press  capacity 
to  print  them.  A  fairly  steep  increase  in  color 
printing  beginning  in  the  1980s  swallowed  up 
even  more  page  positions  on  press. 

To  compete  for  fewer  customers  needing  new 
presses  or  more  capacity,  manufacturers  now  of¬ 
fer  an  array  of  technologies  and  designs  to  fit 
customer  needs.  Thus,  offset  possibilities  have 
multiplied  to  include  keyless,  shaftless,  water¬ 
less.  semicommercial,  and  straight-only  designs. 

One  paper  that  should  benefit  from  the  mul¬ 
titude  of  suppliers  and  products  is  The  Oregon¬ 
ian  in  Portland.  It  bought  its  Goss  Metro-Offset 


presses  27  years  ago.  when  Goss,  then  a  Rock¬ 
well  International  unit,  was  pretty  much  the 
only  game  in  town.  (In  addition  to  its  four 
Metro  lines.  Portland  runs  a  1985- vintage  Goss 
Metroliner  bought  from  the  Los  Angeles  Times.) 

Now  the  Portland  daily  plans  a  new  plant 
with  new  offset  presses.  This  time,  the  compa¬ 
ny  can  choose  from  among  seven  manufactur¬ 
ers  from  four  countries  that  now  crowd  the 
same  shrinking,  but  lucrative,  playing  field. 
With  the  number  of  newspapers  in  most  regions 
declining,  these  international  players  have  been 
forced  into  each  other’s  traditional  markets,  the 
biggest  of  which  remains  the  United  States. 

At  The  Oregonian,  a  decision  on  a  new 
press  awaits  closing  on  a  site,  plans  for  the 
plant,  and  local  and  corporate  equipment  eval¬ 
uations  based  on  product  needs,  according  to 
Production  Manager  Ed  Hagstrom.  Besides 
wanting  more  color  capacity.  Hagstrom  says. 
The  Oregonian  runs  collect  “all  the  time,  and 
...  would  like  to  get  into  the  straight  mode.” 

From  one  player  comes  many 

Virtually  all  first-generation  offset  printing 
presses  that  went  into  U.S.  newspapers  were 
made  in  America.  And  most  of  the  big  ones 
were  made  by  Goss.  By  1969,  the  Chicago- 
area  company  that  supplied  single-  and  dou¬ 
ble-wide  presses  to  papers  of  all  sizes  had 
become  a  division  of  Rockwell. 
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1  Letterpress  was  on  the  way  out,  and  with  it 
I  went  much  of  Goss’  former  domestic  competi- 
j  tion:  the  Scott  company  was  absorbed  by  WckxI 
I  Industries,  which  later  acquired  the  bankrupt  R. 
!  Hoe  Co.  (which  had  shipped  some  big 
i  Lithomatic  offset  presses).  Wcxxl-Hoe  eventual- 
J  ly  was  taken  over  by  MAN  Roland's  U.S.  unit. 

;  MAN  acquired  Wood’s  New  Jersey  factory 
I  before  finding  its  first  U.S.  cus- 
!  tomer.  "We  felt  with  their  name  in 
I  the  marketplace  it  would  help  us  get 
!  our  foot  in  the  door."  says  Vince 

I  Lapinski,  MAN  Roland  Inc.  news- 

I  paper  group  vice  president. 

I  In  off  set  sales  to  midsize  and  larg- 
I  er  papers,  Harris  remained  Goss’ 

J  main  rival,  although  it  did  not  build 
J  its  double-wide  1 6(X)  series  until  the 
i  mid-1970s.  But  it.  too,  succumbed 
I  (only  to  re-emerge  years  later  as  part 
1  of  the  growing  U.S.  organization  of 
J  German  graphic  arts  giant  Heidel- 

I  berger  Druckmaschinen.  aka  Hei- 

I  delberg).  When  Harris’  fortunes 

I  declined.  Tokyo  Kikai  Seisakusho 

I  (TKS)  filled  part  of  the  competitive 

I  void  —  modestly  at  first,  with  a  two-around 
I  single-wide  for  a  California  daily,  then  eventu- 
I  ally  equipping  several  Dow  Jones  plants.  The 
I  Atlanta  Journal-Constitution,  and  sites  known 
!  for  fine  color  printing,  among  them.  Tampa, 
I  Fla.,  Columbus.  Ohio,  and  Hackensack,  N.J. 


Like  some  others  interviewed  for  this  story, 
Mike  Shafer,  national  sales  manager  at  TKS 
(U.S.A.)  in  suburban  Dallas,  worked  for  Goss 
earlier  in  his  career  (and  later  for  a  firm  repre¬ 
senting  Mitsubishi).  He  was  at  Goss  when  TKS 
entered  the  U.S.  market  in  the  mid-198()s  — 
“invited"  by  the  Newspaper  .Association  of 
America  (then  the  American  Newspaper  Pub¬ 


lishers  Association),  by  Shafer’s  account. 

At  that  time,  "there  was  a  perceived  differ¬ 
ence,"  says  Shafer,  between  the  relatively  new 
Headliner  Offset  being  promoted  by  Goss  and 
what  he  calls  TKS’  "proven"  and  "heavy-duty" 
double-wide  press  with  a  four-color  satellite 


unit.  Exchange  rates  at  the  time  made  the  press¬ 
es’  prices  about  the  same,  according  to  Shafer. 
From  there,  it  was  mostly  a  matter  of  TKS 
proving  it  could  make  on-time  deliveries  and 
problem-free  installations. 

Though  it  succeeded,  Shafer  says  TKS  was 
handicapped  by  its  press’  provenance.  "The 
biggest  issue  ...  was  the  offshore  manufactur¬ 
er,”  he  recalls.  TKS  could  put  parts 
on  consignment  at  customer  sites 
while  building  up  its  parts  depot,  but 
in  building  its  business,  TKS  was 
subject  to  “great  animosity  out  there 
about  foreigners”  —  sentiment  he 
attributes  largely  to  Japan’s  success 
in  selling  cars  in  the  United  States. 

As  the  next  generation  of  offset 
arrived,  with  four-high  blanket-to- 
blanket  color  towers  conceived  by 
Gannett  Co.  Inc.  for  USA  Today  and 
realized  by  Goss  in  its  Colorliner, 
Goss  continued  to  lead  the  North  Am¬ 
erican  market,  with  TKS  and  MAN  its 
only  established  competitors. 

But  Germany’s  Kbnig  &  Bauer  AG 
(KBA),  which  acquired  the  Motter 
Fnnting  Press  Co.,  and  Japan’s  Mitsubishi 
Heavy  Industries  soon  won  contracts,  too. 

Nevertheless,  Switzerland’s  Wifag  broke  into 
the  market  in  the  mid-1990s  with  big  sales  of  its 
shaftless  presses  to  the  Tulsa  (Okla.)  World  and 
The  Dallas  Morning  News,  and  Heidelberg 


Goss  Universal  50  single-wide  semicommercial  press 


21st-century  press  technologies  a 


Some  1 990s  innovations  already  character¬ 
ize  equipment  from  all  press  manufactur¬ 
ers.  Others  seem  likely  to  survive  in  mod¬ 
els  from  only  a  few.  Still  others  have  yet  to  be 
built,  sold,  or  proven  in  production. 

One  prototype  to  make  its  debut  in  spring 
will  utilize  together,  in  one  form  or  another, 
most  of  these  innovations  in  support  of  a  new 
business  and  operating  model  for  newspapers. 

Below,  press  makers’  representatives  assess 
designs  and  technologies  with  which  they’ll 
compete  in  the  next  century,  concluding  with  the 
ultimate  moveable  type,  the  coolest  cold  type,  a 
digital  press  imaged  directly  from  prepress  data. 

New  single-wide  presses,  in  models  holding 
one  and  two  plates  around  their  cylinders, 
equal  the  quality  (and  sometimes  the  produc¬ 
tivity)  and  often  surpass  the  production  versa¬ 
tility  of  wider  presses.  Promoted  as  semicom¬ 
mercial  presses  for  their  ability  to  print  a  vari¬ 
ety  of  newspaper  and  other  products,  they’re 


usually  equipped  with  jaw  folders  and  often 
with  dryers  for  higher-gloss  heatset  work. 

Semicommercials  are  installed  in  virtually 
all  world  markets  as  shown  by  the  success  of 
the  Goss  Universal  models.  Developed  and  as¬ 
sembled  in  France,  it  has  sold  more  than  2,(X)0 
printing  units,  more  than  450  of  which  are  the 
two-around  model.  Though  Goss  identifies  the 
United  States  as  one  of  the  Universal’s  biggest 
national  markets,  over  half  these  presses  are 
sold  in  Europe  and  about  a  quarter  go  to  Asia. 
One  in  five  sites  runs  at  least  one  heatset  web. 
Almost  1 ,000  Universal  printing  couples  have 
shaftless  drives,  the  electronically  synchro¬ 
nized,  digitally  controlled  AC  motors  that 
replace  main  driveshafts  and  gears. 

A  U.S.  sampling  alone  shows:  MAN  Roland 
Unisets  replacing  a  big  letterpress  in  Colorado, 
and  supplementing  double-wide  offset  capacity 
in  New  Jersey;  a  Goss  Universal  70  replacing 
double-wide  offset  in  Iowa;  KBA  Comets 


replacing  older  single-wide  offset  in  Washington 
and  Oregon,  and  double-wide  letterpress  in  Utah. 

Semicommercials  are  generally  stacked  in 
towers.  Further,  application  of  shaftless  drive 
technology  encouraged  creation  of  towers  taller 
than  four  tiers  to  print  full  color  on  one  or  both 
sides  of  a  web.  Because  couples,  individually 
or  in  pairs,  can  be  controlled  independently  on 
shaftless  presses,  the  extra  printing  tiers  permit 
on-the-fly  changes  to  pages  for  zoned  editions. 

Fifth  pairs  of  printing  couples  are  no  longer  a 
rarity.  Extra  couples  on  TKS  and  Goss  five- 
highs  in  Japan  supply  advertisers’  specialty  spot 
colors.  Wifag  even  sold  a  six-high  press.  And  a 
KBA  design  that  incorporates  new  technology 
stacks  two  very  compact  four-over-four  units. 

"One  of  the  best  benefits  of  shaftless  is  the 
tension  control  opportunity”  —  enabling 
“another  level  of  automation”  that  is  especially 
valuable  for  a  complex  multiweb  press  on 
which  it  must  interact  with  imposition  and 
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committed  to  the  newspaper  business,  begin¬ 
ning  with  a  fast  two-wide,  one-around  (straight- 
only)  press  with  a  gapless  blanket  cylinder. 

Could  presses  that  employ  such  technolo¬ 
gies  and  designs  be  the  last  conventionally 
plated  and  operated  lithographic  offset 
machines  in  newspaper  pressrooms  before  the 
advent  of  digital  presses?  Could  be.  Much  of 
the  technology  included  in  today’s  presses  will 
likely  be  incorporated  in  digital  units. 

Digital  presses  already  are  in  use,  but  mod¬ 
els  suitable  for  newspaper  production  are  not 
expected  for  at  least  10.  15,  maybe  20  years  by 
most  estimates,  leaving  sufficient  service  life 
for  a  new  generation  of  presses  connected  to 
prepress  systems  by  not  much  more  than  an 
ink-presetting  system.  That  time  frame  also 
would  allow  at  least  some  of  the  first  offset 
presses,  a  number  almost  35  years  old,  to  con¬ 
tinue  in  service  until  that  digital  day  dawns. 

Reasons  for  installing  new  iron  go  beyond 
adding  color  capacity.  But  with  each  four- 
color  page  claiming  at  least  four  plates,  com¬ 
mitting  to  color  means  the  number  of  new 
printing  couples  adds  up  quickly. 

So,  even  though  there  is  little  letterpress  left 
(about  50  North  American  sites,  not  counting 
those  running  some  flexo  units  and  others  that 
have  made  new-press  decisions,  according  to 
Thomas  D.  Moore,  tlexo  publications  manager 
at  San  Marcos,  Calif.-based  NAPP  Systems, 
virtually  the  sole  supplier  of  letterpress  plates), 

I  design 

other  variables,  says  Richard  J.  Sutis,  Goss 
chief  of  technology  and  East  Asia  markets. 

When  speeds  rise  as  high  as  85,000  copies 
per  hour,  on-the-tly  page/plate  changes  on 
shaftless  presses  become  more  challenging, 
says  TKS  (U.S.A.)  National  Sales  Manager 
Mike  Shafer,  who  also  points  to  a  correspond¬ 
ing  need  for  faster  pasters  and  folders. 

The  first  to  offer  a  shaftless  press  barely  five 
years  ago,  Wifag  sees  the  drive  technology’s 
application  to  presses  only  “at  the  start  of  the 
curve,”  says  Vice  President  Noel  McEvoy.  Be¬ 
yond  flying  page  changes,  for  example,  he  says 
it  allows  fully  independent  production  runs 
through  a  double  folder  in  which  jaw  and  tuck¬ 
er  blade  mechanisms  separately  produce  differ¬ 
ent  products  printed  in  straight  and/or  collect 
modes  on  different  units  of  a  press. 

Another  design,  the  double-wide  (four  pages 
across)  one-plate-around  (straight  mode  pro¬ 
duction  only)j  which  also  exploits  shaftless 


and  only  the  oldest  offset  is  just  beginning  to  be 
upgraded  or  replaced,  color  represents  a  sub¬ 
stantial  and  ongoing  business  for  press  makers. 

“In  1972,  we  would  sell  perhaps  two  spot- 
color  decks  on  an  eight-unit  press,”  says  Sutis 
of  Goss,  who  earlier  helped  design  the  blanket- 
to-blanket  tower  press.  "Today,  very  typically 
on  a  64-page  press,  we  easily  sell  20  pages  of 
color.”  By  driving  the  number  of  units  and 
overall  press  size,  he  says,  color  “helps  create 
the  capital  market.” 

As  competition  grew  in  world  markets  that 
also  were  growing,  miuiufacturers  with  the  most 
press  models  began  paring  back  their  product 
lines  (and  often  increasing  speeds)  to  those  that, 
in  some  version,  could  be  sold  in  most  or  all 
markets.  The  Newsliner  became  Goss’  double- 
wide  mainstay  of  its  new  “global”  product  line, 
with  the  Colorliner  80  occupying  the  high  end. 

MAN  Roland  began  streamlining  its  prod¬ 
ucts  early  in  the  1990s,  after  its  small  Uniman 
evolved  into  the  Mediaman  and  it  introduced 
the  Geoman  as  its  double-wide  workhorse. 


drives,  was  announced  last  fall  by  MAN 
Roland  and  Heidelberg  Web  Systems.  Such  a 
4-by-l  press  halves  plate  consumption  while 
maintaining  the  productivity  of  a  two-around 
press  and  allowing  more  flexible,  economical 
paging  of  sections  to  satisfy  news  and  advertis¬ 
ing  needs. 

Productivity  is  achieved  by  running  the  one- 
around  plate  cylinder  against  a  two-around  blan¬ 
ket  cylinder  (MAN),  or  by  increasing  the  speed 
of  same-size  cylinders  by  reducing  vibration 
through  use  of  a  gapless  blanket  (Heidelberg). 


Geoman’s  bearing,  dampener,  and  other  new 
features  became  common  across  all  models. 
By  restructuring  for  creation  of  interchange¬ 
able  components  within  product  ranges.  MAN 
says  it  was  able  to  reduce  the  number  of  dif¬ 
ferent  units  by  40%. 

Late  last  year,  KBA  said  it  is  dropping  its 
Journal  and  Express  models,  performance  and 
features  of  which  are  available  in  the  newer 
Colora  press  and  long-serving  Commander.  (It 
also  announced  a  new  design  and  new  technol¬ 
ogy  in  two  smaller  presses.)  At  the  same  time. 
Goss  and  KBA  promoted  their  willingness  to 
build  original-model  press  line  extensions. 

But  while  the  firms  dropped  market-specific 
and/or  overlap  models,  customers  can  select 
design  features  and  technologies  (e.g.,  type  of 
unit,  drive,  inker)  best  suited  to  their  needs. 
KBA,  for  example,  offers  Coloras  with  keyless 
or  conventional  inkers  on  H-type  blanket-to- 
blanket  or  10-cylinder  (satellite)  units  with  var¬ 
ious  folders;  its  Commander  now  comes  in  two 
speeds  with  different  folders  and  reelstands  and 


Heidelberg  considers  all  plants  that  no  longer 
run  collect  (unlike  page  plates  around  the  same 
cylinder  section)  as  prospects,  according  to 
Product  Management  Director  John  Richards. 

Based  on  continuation  of  the  10-year  trend 
to  straight-only  production,  he  estimates  the 
North  American  market  at  more  than  half  the 
double-wide  sites.  He  and  others  noted  that 
almost  100%  of  East  Asian  papers  run  straight, 
while  parts  of  Europe  prefer  collect  production. 
Sutis  says  that  while  East  Asian  papers  have 
shorter  cutoffs  like  those  in  North  America. 


Shaftless  TKS  ColorTop  7000  with  jaw  folder  and  split  two-arm  reelstand  to  be  shown  in  Europe 
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a  choice  of  H-type.  I0-,  and  nine-cylinder 
(common-impression)  units  with  standard 
overshot  inker  (entire  ink  trough  removal  for 
quick  spot  color  change)  or  optional  undershot 
inker  (for  higher-viscosity  inks).  Shaftless  dri¬ 
ves  are  standard;  mainshafts  are  available. 

MAN,  KB  A,  and  Goss,  as  well  as  TKS.  have 
developed  successful  semicommercial  single¬ 
wide  one-  and  two-around  presses,  the  latter  in 
some  cases  supplanting  older  double-wide 
machines.  “The  single-wide  machines  have 
gotten  much  more  sophisticated.”  are  faster,  and 
are  available  from  more  manufacturers,  says 
TKS’  Shafer.  Depending  on  paging  demands, 
says  man’s  Lapinski.  “single-wide  is  a  better 
solution  [than  double-wide]  in  some  cases.” 

Including  smaller,  often  older  models,  single¬ 
wide  presses  account  for  a  third  of  the  $  1 .5  bil¬ 
lion  in  annual  newspaper  press  sales  worldwide, 
according  to  a  KBA  executive.  In  terms  of 
presses  sold,  however,  that  sales  volume  for  the 
smaller,  usually  less  expensive  presses  trans¬ 
lates  to  roughly  the  same  number  of  double- 
wides  sold.  And  the  smaller  presses  are  gaining 
market  share,  says  the  executive. 


World  view 

Those  press  makers  are  a  varied  lot.  MAN. 
based  in  Augsburg.  Germany,  and  Mitsubishi, 
in  Tokyo  (both  with  U.S.  headquarters  in  sub¬ 
urban  Chicago),  are  units  of  large,  publicly 
traded,  diversified  industrial  manufacturing 


corporations.  Similarly,  Goss  was  a  part  of 
the  large,  publicly  traded  Rockwell 
International  until  its  leveraged  buyout  by 
top  managers  and  investors  in  1 996. 

The  biggest  printing  equipment  maker, 
Heidelberg,  also  supplies  prepress  sys¬ 
tems  and  post-press  equipment.  KBA  and 
TKS  are  known  only  for  their  presses.  All 
six  offer  some  form  of  commercial  press¬ 
es  and  single-and  double-wide  (two-  and 
four-pages-across)  newspaper  presses. 

The  seventh  and  newest  seller  in  North 
America  is  small,  family-owned  Wifag, 
which  makes  only  double-wide  newspa¬ 
per  printing  equipment. 

Representatives  of  the  half-dozen  man¬ 
ufacturers  reached  for  detailed  comment 
were  optimistic  about  newspapers  after 
up  to  272  years  of  good  sales. 

Goss’  Sutis  and  KBA’s  marketing  man¬ 
ager  in  Wurzburg,  Klaus  Schmidt,  noted 
that  many  in  the  mid-1990s  waited  to  see 
what  the  Web  would  do.  “Now  they  rec¬ 
ognize  that  they  still  earn  their  money 
with  newspapers,  their  core  medium,  and  they 
spend  money  for  the  electronic  media.”  He 
stresses  that  he  believes  such  spending  to  be 
entirely  worthwhile,  but  “they  have  to  invest  in 
their  core  medium  to  ...  have  the  money  to 
build  up  the  electronic  business.” 

In  the  future,  predicts  Sutis,  more  newspa¬ 
pers  will  go  to  national  distribution,  with  the 


MAN  Roland’s  Geoman  double-wide  press 

same  editorial  costs  going  to  reach  more  read¬ 
ers  and  advertisers.  North  America,  he  adds, 
will  see.  as  Europe  already  has.  readers  who  are 
willing  to  pay  a  premium  for  a  quality  daily. 

Sutis  contrasts  print  costs  to  the  “quite  high” 
cost  per  cable  subscriber,  saying,  “It’s  become 


they  remain  wide,  making  them  less  suitable 
for  4-by-l  production  than  “the  biggest  mar¬ 
ket”  —  North  American  dailies  with  short  cut¬ 
offs  and  50-inch  web  widths.  Tokyo-based 
TKS.  however,  is  exploring  a  straight-only 
design,  says  Shafer,  because  “that  would  be  a 
good  fit  for  the  Japanese  market.” 

Wifag  considered  the  4-by-l,  but  customer 
feedback  heavily  favored  retaining  the  possi¬ 
bility  of  collect  runs,  says  McEvoy.  For  most, 
he  says,  loss  of  straight/collect  flexibility  is  “a 
high  price  to  pay”  to  achieve  plate  savings. 

Heidelberg  sold  its  first  Mainstream  in  Den¬ 
mark;  MAN  sold  its  first  Regioman  in  Ger¬ 
many.  Both  will  feature  them  at  Europe’s  Drupa 
trade  show  in  May.  The  former  emphasizes  use 
of  different  technologies  already  proven  in  its 
commercial  “Sunday”  press;  the  latter  stresses 
that  the  1 :2  cylinder  ratio  has  a  longer  history  in 
commercial  presses,  and  that  its  4-by- 1  ’s  other 
technologies  include  only  those  already  proven 
in  its  existing  newspaper  presses.  MAN  showed 
its  own  so-called  sleeve-type  blanket  last  fall, 
but  MAN  Vice  President  Vince  Lapinski  says 


newspapers  don’t  need  and  won’t  pay  for  it. 

Meanwhile.  KBA  announced  its  70.()00-cph 
Prisma  4-by-l,  to  be  configured  only  as  four- 
high  color  towers  of  full  or  partial  H-type  units, 
with  the  option  of  adding  imprinters  for  edition 
versioning.  Prisma  has  the  1;2  cylinder  ratio 
employed  by  MAN,  and  for  which  Heidelberg 
makes  its  own  claim  of  eliminating  vibration 
“commonly  associated  with  very  slim,  relatively 
long  cylinders.”  By  whatever  method,  all  agree 
that  less  vibration  means  better  print  quality. 

But  KBA  makes  a  further  claim;  a  patent  on 
the  1;2  cylinder  airangement.  To  which 
MAN’S  Lapinski  says;  “They  don’t  hold  the 
patent.  That’s  baloney.  The  two-to-one  presses 
have  been  around  a  long  time.” 

Goss  agrees.  It  has  about  100  4-by-l  units 
running  as  four-highs  in  North  America’s  insert 
press  market  (the  C450,  with  a  two-around 
blanket  cylinder,  like  its  bigger  C25).  and  sees 
the  Uniliner  as  its  4-by- 1  candidate  for  newspa¬ 
pers.  Designed  first  as  a  two-around  press  for 
central  Europe’s  Berliner  format,  with  a  50-inch 
width  that  U.S.  papers  are  moving  to,  it  isn’t  dif¬ 


ficult  “to  make  this  a  one-around,”  says  Sutis. 

Owing  to  ill  effects  on  long,  slim  form  rollers 
at  higher  speeds,  explains  Sutis,  a  4-by-l  Uni- 
liner  would  likely  be  restricted  to  two  form  roll¬ 
ers  on  the  plate  cylinder.  While  seeing  “a  good 
market”  for  straight-only  presses,  he  cautions 
that  questions  remain  about  plates’  durability  on 
press  that  will  subject  them  to  twice  the  wear. 

Even  with  little  saving  in  platemaking  and 
mounting  times,  he  adds,  savings  on  the  cost  of 
aluminum  alone  “can  be  fairly  substantial  on  a 
large  newspaper  with  a  lot  of  zones  and 
changes.”  He  calls  the  4-by-l  “ideal  for  mid¬ 
sized  papers.”  where  the  Uniliner  fits  well. 

Inking  systems  remain  a  major  research  and 
development  focus,  beginning  with  various 
methods  to  eliminate  adjustments  on  a  press’ 
numerous  ink  keys.  For  conventional  offset 
lithography,  keyless  inking  has  a  checkered  his¬ 
tory,  owing  to  water-emulsification  problems 
that  showed  up  mostly  in  color  inks. 

Early  proponent  Mitsubishi  sold  a  keyless 
press  only  to  its  fifth  and  last  U.S.  customer. 
The  Washington  Post.  TKS  tried  color  keyless 
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We  strap^%  the  top  20 
newspapers  across  America... 


The  other  1  is  coming. 


Newspapers  with  daily  circulation  from  5,000  to  one  million  are 
choosing  Dynaric, Inc. strapping  equipment... 


Why  do  they  choose  Dynaric?  ■  Lowest  Overall  Cost  Per  Bundle  ■  Superior  Up-time  Equipment 
Performance  ■  Highest  machine  life  expectancy  ■  Foremost  in  after  sales  service  and  support  ■  Major 
commitment  to  the  newspaper  industry  through  ceaseless  dedication  to  improve  our  systems  through  research 
and  development  ■  Only  complete  Customer  Satisfaction  Program  in  the  industry. 


The  Dynaric  Facts  Are:  ■  The  first  N  P-l  strapper  sold  in  1982  is  still  in  operation  with  over  40  million 
cycles.  ■  Dynaric  has  the  highest  repeat  order  business  in  the  industry.  ■  Dynaric  equipment  has  the 
lowest  maintenance  cost.  ■  Dynaric  does  not  imitate  the  competition  but  instead  develops  new  and  innovative 
equipment.  ■  Dynaric  manufactures  the  highest  quality  strapping  material  for  today's  high 
1*=^  packaging  operations.  ■  Dynaric  has  the  largest  technical  and  service  orga- 

nization  in  the  newspaper  industry  ■  Dynaric  continues  replacing  more 
competitive  equipment  than  the  rest  of  the  competition  combined. 


Call  a  Dynaric,  Inc.  representative  today  at 
1-800-526-0827  to  begin  to  experience 
r  the  Dynaric  advantage. 


i 


Mitsubishi  keyless  offset  press  at  The  Washington  Post 


much  more  risky  to  make  that  investment, 
whereas  investments  in  newspaper  equipment 
give  a  fairly  solid  return.”  Electronic  media,  he 
continues,  are  likely  to  see  further  consolidation, 
while  many  newspapers  continue  to  invest  and 
prosper.  Overall,  he  predicts  a  return  to  invest¬ 
ment  “equilibrium."  with  dollars  flowing  back 
into  newspapers  after  the  sky-high  prices  paid 
for  telecommunications  and  electronic  media. 

Though  Goss  has  long  done  business  in  all 
world  markets,  its  European  sales  have  been 
limited  mostly  to  Ireland,  the  United  Kingdom, 
and  Scandinavia.  Besides  the  United  States, 
where  it  shares  some  of  Goss'  U.S.  customers 
with  full  presses  (The  Wall  Street  Journal), 
press  extensions  (e.g..  The  Spokesman-Review, 
Spokane.  Wash.),  and  press-controls  upgrades 
(e.g..  the  Austin  [Texas]  American-Statesnuin), 
TKS  sells  primarily  in  its  Japanese  home  mar¬ 
ket  and  Korea  —  where  press  specifications  are 
“almost  identical"  to  those  in  Japan,  according 
to  Shafer.  But.  says  Shafer.  “We're  now  mak¬ 
ing  a  big  push  to  enter  the  European  market." 
TKS  exhibited  at  last  fall's  IFRA  exposition  in 
Amsterdam.  Netherlands,  and  will  be  at  the 
Drupa  show  in  Diisseldorf.  Germany,  in  May. 

TKS  seeks  “a  favorable  business  climate.” 
says  Shafer,  explaining  its  absence  from  other 
parts  of  Asia  and  the  Americas.  Though  the 
Japanese  companies  might  be  expected  to  be 
foremost  in  the  East  Asian  market,  several 


factors  worked  against  that.  TKS  made  early 
overtures  beyond  Korea,  says  Shafer,  but  its 
big  presses  were  not  what  most  in  Southeast 
Asia  were  looking  for  when  TKS  first 
explored  that  market.  At  the  same  time.  Goss 
had  a  long-standing  relationship  with  the 
Ikegai  ironworks  that  led  to  creation  of  its 
own  Japanese  affiliate. 


The  German  press  makers,  and  more 
recently  Wifag,  have  had  success  in  the 
same  three  developing  markets. 
Regardless  of  size,  says  Lapinski,  “any 
manufacturer  can  no  longer  rely  on  one 
market.”  Press  makers,  he  explains, 
“have  to  sell  globally  because  not  all 
markets  are  active  at  the  same  time.” 

So  while  North  America’s  offset 
market  has  grown  from  one  to  three  to 
seven  suppliers,  today  it  is  but  a  part  of 
a  global  market  that  “can  support  a 
number  of  suppliers,”  says  Lapinski, 
who  pins  their  survival  on  two  things. 

Beyond  bringing  to  market  products 
that  are  needed,  not  just  new,  he  main¬ 
tains,  press  makers  must  adopt  a  system 
approach  —  something  MAN  has  been 
doing  through  its  own  efforts  and  those 
of  its  partners  (and  which,  he  acknowl¬ 
edges,  Heidelberg  also  is  accomplish¬ 
ing.  primarily  through  acquisition). 
Ready  to  supply  pressroom,  post¬ 
press,  and,  through  a  sister  division,  prepress 
equipment  and  the  supervisory  software  that 
rides  over  it  all,  Heidelberg  is  “in  a  unique 
position"  as  a  possible  one-stop  “solution 
provider"  for  customers,  says  its  marketing 
vice  president.  Jack  Hobby.  Expertise  in  all 
areas,  adds  John  Richards,  product  manage¬ 
ment  director  at  Heidelberg’s  Dover,  N.H.. 


Heidelberg's  gapless 
blanket  cylinder  for 
its  Mainstream  press 


at  two  big  sites,  then  withdrew  in  favor  of  dig¬ 
ital  inkers.  MAN  doesn’t  promote  keyless  (its 
original  model  still  runs  in  Finland).  With  one 
keyless  installation  (in  France),  Wifag  reports 
no  requests  for  its  keyless  inker  in  over  a  year. 

McEvoy  says  because  RIP  values  can  be 
used  to  digitally  preset  automated  inkers,  “a  lot 
of  the  expected  benefits  of  a  keyless  system  are 
obtained  today  with  a  classical  inking  system." 
Saying  it  will  take  “some  major  breakthroughs” 
to  make  the  impact  everyone  thought  it  would." 
Lapinski  adds  that 
“quality  is  still  better 
on  a  keyed  machine.” 

Marketing  Vice  Presi¬ 
dent  Jack  Hobby  says 
that  for  its  re-entry  in 
the  newspaper  market 
Heidelberg  preferred 
an  inker  of  proven 
conventional  design. 


Two  others  pursue  keyless  believing  it  can 
work  on  existing  presses  and  see  it  as  an  impor¬ 
tant  part  of  their  development  of  new  systems. 
At  Goss,  where  keyless  results  vary  widely 
from  one  site  to  another.  Sutis  says.  “It  has 
shown  a  clear  dependence  on  ink  fonnulation. 
When  you  have  the  proper  ink,  it  works  quite 
well."  Still,  digital  inkers  now  show  up  more  of¬ 
ten  on  U.S.  requests  for  proposals,  he  says. 

Goss’  single-fluid  (mixed  ink  and  water) 
press  relies  on  the  return  scraper  in  a  keyless 
inker.  The  proto¬ 
type  inker  grew 
out  of  Goss’  work 
on  keyless  inking 
for  its  current 


presses. 

Reporting  “very, 
very  quick  start-up 
on  newsprint”  in 
lab  work  on  sever¬ 
al  modified  press¬ 
es,  Sutis  says  Goss 
has  three  single¬ 
fluid  projects  in 


three  places,  including  a  beta  site  at  an  overseas 
newspaper  customer. 

The  other  holdout,  KBA.  says  it  leads  the 
pack,  with  about  560  keyless  units  installed 
since  1988.  Acknowledging  flagging  market 
acceptance  over  the  past  three  years.  Group 
Marketing  Director  Klaus  Schmidt  says  com¬ 
petitors’  unsuccessful  installations  have  “taint¬ 
ed  the  picture  of  keyless.”  All  his  keyless  cus¬ 
tomers  in  this  market,  says  KBA  North  Ameri¬ 
ca  newspaper  sales  chief  Gary  Owen,  are  print¬ 
ing  well.  Some,  however,  do  use  special  inks. 

KBA  uses  keyless  in  its  next-generation  sin¬ 
gle-  and  double-wide  Cortina,  a  very  low-profile 
four-over-four  waterless  offset  press.  Schmidt 
blames  water  for  fan-out  on  towers,  continual 
ink-key  resetting,  emulsification  in  keyless,  and 
a  need  for  costly  registration  devices. 

In  contrast,  Owen  and  Schmidt  call  work  on 
single-fluid  printing  “outdated”  and  “dead" 
owing  to  water  problems. 

Taking  aim  at  waterless,  Sutis  said  Goss  test¬ 
ing  showed  “heat  buildup,  particularly  on  news¬ 
print.  along  with  a  tinting  problem.”  Even  if  the 
technical  issues  go  away,  he  and  several  others 
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The  NP-99  is  a  4-ply,  083  ^ 

nopackblanketdesigned  ^ 

for  use  on  all  newspaper 
presses,  especially  older  ^ 

vintage  Goss  Metros,  i 

Metroliners,  Urbanites 
and  Community  presses  r" 
where  controlled  feed  wtM 
is  required.  This  no  |||| 

pack  blanket  with  its  U  k 

revolutionary  new 

compressible  layer  will 

compensate  for  blanket 

overfeeds.  It  features 
excellent  release  char¬ 
acteristics  and  provides  L- 

unmatched  durability 

for  long  runs  between 
blanket  changes.  It  features 
a  uniform  unique  construc¬ 
tion,  with  a  closed  microcell 

compressible  layer,  as  well 

as  a  high  tensile,  smash 

resistant  backing. 
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Features  &  Benefits. 

■  Consistent  gai^e  control 

■  Ground  Surface  for 
Optimum  Ink  Transfer 

■  ExceUent  soUd  coverage/ 
dot  reproduction 

IB  No  Overfeed 

B  Smash  resistant/ 

High  tensile  backing 

B  Easy  installation  and 
wash-up  (100%  clean 

B  Longer  blanket  life 
Consistent,  Superiw 

Quality  Guaranteed 

Call  800-446-8240 
For  A  No  Obligation 
Trial  Offer. 

Fax;  757-486-5689 
E-Mail;  gd@d-y-c.com 

P  Glenpointe  Centre  West 

'  I  500  Frank  W.  Burr  Blvd. 
Ek  1  Teaneck,NJ  07666 
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offices,  helps  his  company  serve  customers 
better,  even  when  they  may  be  looking  for 
equipment  in  only  one  area. 

It's  a  big  job  for  one  company.  So,  as  a 
manufacturer  printing  equipment.  MAN  con¬ 
centrates  only  on  its  area  of  expertise  and 
relies  on  others  (particularly  Hamburg, 
Germany-based  Pape  -i-  Partner)  for  theirs. 
"We  all  admire  the  fellow  who  can  do  the 
decathlon.”  says  Bemd  Egert.  MAN  Roland 
Druckmaschinen  marketing  director,  "but 
when  he  must  compete  with  the  specialist,  he 
always  loses.” 

Similarly,  when  Rockwell  sold  its  Graphic 
Systems  Division,  the  new  Goss  began  shed¬ 
ding  its  software  side.  Eventually,  drives,  con¬ 
trols.  reelstands.  and  some  other  components 
became  a  matter  of  choice  for  the  customer.  For 
the  most  part,  however,  Goss,  in  making  the 
change,  dropped  exclusive  partnerships  in  re¬ 
cognition  of  the  fact  that  certain  partners  are 
preferred  in  certain  markets. 

"When  you  look  at  digital  [technologies]  ... 
you're  going  to  have  to  play  in  that  game  to  be 
successful,”  says  Lapinski,  contrasting  that 
view  of  his  business  to  the  simpler  prrxiuct- 
sales  approach  of  1 0  or  1 5  years  ago.  More  and 
more,  he  continues,  customers  expect  a  more 
comprehensive  knowledge  of  their  overall 
work  flows  and  how  they  can  be  optimized. 

Vendors'  survival,  in  his  view,  also  will  be 


determined  not  by  the  size  of  markets, 
but  instead  by  management  of  their 
businesses.  Most,  he  adds,  owe  their 
financial  health  to  good  economies  for 
the  past  two  years  in  Europe  and  much 
of  the  Americas,  and  they  now  also  see 
the  Far  East  emerging  from  its  recent 
economic  downturn. 

MAN  boasted  record  earnings  on 
sales  of  all  types  of  presses  of  approx¬ 
imately  $1.7  billion  ($350  million  in 
North  America)  and  posted  new  orders 
(more  than  half  for  web  presses)  worth 
almost  $1.8  billion  ($4(X)  million  in 
North  America)  for  the  fiscal  year 
ended  last  June  30.  Both  total  figures 
are  well  more  than  $2(X)  million  above 
those  for  1997-98,  when  sheetfed 
orders  dominated. 

KBA  offered  a  similar  market 
assessment.  Though  East  Asia  sales 
“have  been  very  weak  in  the  past  three  years” 
—  falling  from  40%  of  1996  orders  to  "less 
than  5%”  annually  thereafter  —  "now  we  see  a 
recovery,”  says  Schmidt.  He  cites  big  projects 
in  Singapore  and  South  Korea  and  sales  of  a 
few  machines  to  mainland  China  (mostly  a  mar¬ 
ket  for  single-wide  machines).  In  each  of  the 
last  two  years,  he  says.  KBA  racked  up  approx¬ 
imately  $500  million  in  newspaper  press  sales, 
or  about  one-third  of  worldwide  volume.  He 
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say,  consumables'  costs  still  weigh  against  it. 

The  waterless,  shaftless,  and  keyless  Cortina 
stands  just  over  1 1  feet,  allowing  stacked  units 
to  fit  into  existing  pressrooms  and  perform  on- 
the-fly  four-color  page  changes.  Schmidt  sees 
the  Cortina  used  as  a  “copy  machine”  at  remote 
print  sites  receiving  digital  data  from  a  central¬ 
ized  prepress.  The  idea  is  achieve  uniform 
printing  for  products  such  as  PressPoint's  par¬ 
tially  preprinted  global  editions. 

Waterless  ink  and  plates  are  costly,  but  KBA 
sees  economies  in  low  waste,  small  ftxjtprint. 
automation,  and  fast  color-page  changes.  It  will 
show  a  prototype  in  May  and  expects  to  be  in 
production  in  2002.  It's  at  work  with  Sun  Chem¬ 
ical  on  inks  and  Kodak  Polychrome  Graphics 
and  Presstek  on  plates,  and  it  says  newspapers  in 
three  countries  are  eager  to  test  the  Cortina. 

Heidelberg's  work  on  waterless  led  to  a 
heatset  commercial  machine  in  '95  that  gave 
sellable  copies  after  just  10  or  15  cylinder  rev¬ 
olutions.  But.  says  Hobby,  customers  would 
pay  no  more  for  beautiful  3(X)-  to  5(K)-line- 
screen  work  than  for  133-  to  150-line  work. 

In  1991,  Heidelberg  showed  “a  sheetfed 


press  with  a  web-fed  plate.”  says  Richards. 
Hobby  describes  that  first  Heidelberg  digital 
machine  as  a  waterless  offset  press  supplied  by 
a  roll  of  plate  material  stored  inside  the  plate 
cylinder  and  fed  through  its  big  gap,  where 
used  plating  was  fed  back  into  a  take-up  reel. 

Both  predict  that  digital  presses  in  the  near 
term  may  only  make  sense  for  the  smallest 
papers  because,  with  very  short  runs  of  few 
pages,  their  makeready  waste  accounts  for  a 
large  percentage  of  copies  printed. 

Wifag  considers  a  future  digital  press  as  "ex¬ 
tremely  important”  but  requiring  more  research 
and  development  before  it's  ready  for  newspa¬ 
pers.  But  McEvoy  stresses  the  probability  that 
newspaper  presentation  and  distribution  models 
will  evolve  while  work  on  a  suitable  digital 
press  continues.  At  some  point,  he  says,  their 
development  may  be  complementary. 

Mindful  of  how  long  it  took  computer-to- 
plate  imaging  to  catch  on,  Wifag  looks  for  a 
technically  feasible  digital  press  in  four  years 
and  an  initial  practical  solution  four  years  later 
—  but  no  breakthrough  until  2020  or  even  2030. 

Both  types  of  digital  presses  have  economic- 


obstacles:  One  needs  a  $400,000  (think  plateset- 
ter)  imaging  head  on  each  plate  cylinder;  the 
other,  able  to  change  its  image  on  each  cylinder 
revolution,  needs  a  new  $5,000  imaging  drum 
every  200,(XX)  revolutions  (short  work  at  a 
newspaper).  Those  prices,  says  Schmidt,  must 
fall  by  about  85%,  while  imaging  speed  rises. 

Goss  knows  this  firsthand  from  its  Adopt 
digital,  reimageable  press,  which  awaits  “a 
maturation  of  the  write-head  technology  for  the 
application  to  newspapers,”  says  Sutis. 

MAN  will  show  a  sellable  product  with  a  re¬ 
imageable  printing  cylinder  in  May.  Executives 
will  not  say  what  market(s)  it  will  serve,  only 
that  it  derives  from  a  project  introduced  as 
Dicoweb  Litho  at  Nexpo  95. 

TKS  also  is  at  work  on  direct-to-press. 
Executives  cite  issues  of  speed  and  quality. 
To  minimize  development  risk,  they  expect 
the  first  digital  presses  for  newspapers  to  be 
suited  for  smaller  ones,  perhaps  reprising  the 
introduction  of  newspaper  offset  40  years  ago 
on  the  Goss  Suburban.  —  Jim  Rosenberg 

For  CTP’s  prospects  in  light  of  new  press 
technology,  visit  www.mediainfo.com. 
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Peter's  passion  for  perfection 
has  built  you  a  better  press 
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Peter  Walczak  takes  skiing  seriously.  He 
doesn't  just  glide  through  turns  -  he  attacks 
the  most  difficult  terrain.  So  he  knows  that 
having  the  right  equipment  is  critical. 

At  Heidelberg  that  appreciation  inspired 
his  idea  to  give  newspapers  the  same 
productivity  breakthroughs  that  gapless 
technology  brought  to  commercial  web 
printing.  The  result  is  the  double-width 
Mainstream  80.  With  a  1x4  plate  cylinder,  it 
delivers  precisely  what  modem  papers  need 
for  straight  production:  speed,  quality, 
economy  and  flexibility.  Peter  thinks  it  will 
make  you  king  of  the  hill. 
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for  worldwide  volume. 

As  it  did  last  year.  KBA,  says  Schmidt,  aims 
for  25%  of  the  U.S.  newspaper  market  in 
2(XX).  As  for  others,  he  predicts  eventual  con¬ 
centration  because  Mitsubishi  contributes  so 
little  —  at  least  from  North  America  —  to  its 
parent  corporation  and  because  Goss  will  lose 
its  independence  when  its  share  of  the  double¬ 
wide  market  slips  too  low. 

Although  North  America  by  itself  cannot 
support  seven  suppliers,  says  Heidelberg's 
Richards,  the  worldwide  market  for  double¬ 
wide  presses  runs  from  S 1 .2  billion  to  $  1 .4  bil¬ 
lion.  Nevertheless.  Hobby  adds.  “I'm  not  so 
sure  that,  longer  term,  there's  going  to  be 
enough  business  for  everybody.”  in  view  of 
ongoing  consolidation  at  all  levels  in  all  busi¬ 
nesses.  Reasons  for  that,  he  says,  range  from 
some  companies'  inability  to  survive  on  their 
own  to  others'  decision  that  synergies  of  com¬ 
bination  can  create  strengths  greater  than  those 
both  bring  to  a  merger. 

Newest  to  overseas  sales.  Wifag  has  enjoyed 
“steady  growth”  since  the  I98()s.  when  it  en¬ 
tered  Asia,  where  it  once  sold  stamping  ma¬ 
chines.  says  Vice  President  Noel  McEvoy. 
Across  Asia,  he  adds.  “We  have  always  had 
quite  a  gotxl  position”  —  from  Israel  to  India  to 
South  Korea  and.  more  recently.  China.  Product 
line  changes  Uxik  it  into  North  and  South  Amer¬ 
ica  in  the  mid- 1 990s.  when,  says  McEvoy.  busi¬ 
ness  consolidations  and  the  globalization  trend 
seemed  to  indicate  the  time  was  right. 

The  absence  of  a  main  mechanical  drive- 
shaft  and  gears  as  well  as  a  compact  tower 


press  more  attractive  to  some  European  papers. 

Wifag  will  compete,  says  McEvoy,  on 
product  and  technology  differences,  experi¬ 
ence,  ongoing  availability  of  parts  and  ser¬ 
vice,  and  financial  health.  “It's  not  Just  the 
press  itself,  it  is  as  well  this  idea  of  a  rela¬ 
tionship  with  a  company,”  he  says,  adding 
that  Wifag  is  sized  right  to  focus  on  its  single 
business:  big  offset  newspaper  presses. 

Also  facing  half  a  dozen  competitors, 
Heidelberg  came  (back)  into  the  market  in  sim¬ 
ilar  fashion  to  Wifag's  entry.  “We  wanted  to  do 
something  that  other  people  weren't  doing  — 
something  that  filled  a  need  and  provided  a 
benefit,”  says  Hobby,  citing  halving  of  plate 
consumption  and  increased  product  variability. 

Many  older  Harris  and  only  a  few  newer 
Heidelberg  newspaper  presses  are  scattered 
across  North  America.  Heidelberg  did  not  em¬ 
phasize  newspaper  printing  until  its  announce¬ 
ment  last  fall  of  a  commitment  to  the  market 
and  plans  to  introduce  a  double-wide  press  that 
carried  only  one  plate  around  its  circumference. 
Still.  Heidelberg  Web  Systems  was  familiar  to 
U.S.  dailies,  where  it  had  4(X)  installations  of 
Harris/Sheridan/AM  mail-room  equipment. 

Development  of  a  4-by- 1  press  was  under 
way  when  Heidelberg  bought  the  Harris  busi¬ 
ness  from  AM  International,  and,  by  last  year, 
says  Richards,  it  was  ready  and  tested.  With 
“pretty  good  worldwide  application,”  says 
Hobby,  “it's  very  new  to  the  newspaper  busi¬ 
ness,  but  it's  battle-tested  in  a  commercial 
environment.”  where  it  is  expected  to  run  all 
week,  around  the  clock. 


“the  ability  to  add  color  to  existing  presses  —  that 

trend  wiii  continue.”  —  Gary  Owen,  KBA  sales  and  marketing  director 


design,  says  McEvoy.  “answered  needs,  which 
we've  seen  in  different  markets,  in  a  very 
direct  way,”  providing  entree  to  the  Americas, 
as  well  as  appeal  to  new  Old  World  customers. 

Selling  to  America  now 

“We  came  as  the  new  kid  on  the  block,  but 
we  came  with  something  new.”  says  McEvoy. 
That  was  1995.  he  adds,  when  “the  word 
‘shaftless'  was  unknown.”  Before  that  year. 
Wifag's  presses  were  not  well-suited  to  North 
American  needs.  The  company  created  a  new 
product  line  from  scratch  that  could  exploit 
new  shaftless  AC  motor  drives.  Its  first  such 
press,  the  OF  370  GTD.  was  relevant  to  Europe 
and  to  the  world,  says  McEvoy.  A  keyless  ver¬ 
sion  followed,  as  did  a  shaftless  1 0-cylinder 


While  each  old  offset  site,  says  Sutis.  must 
decide  its  own  needs.  Goss  can  “add  a  mcxlem 
four-high  tower  ...  to  any  press  we  made.  You 
don't  have  to  re-equip.”  Even  so.  many  that  did 
not  re-equip  did  rearrange  press  lines  to  better 
deploy  units  for  color  placement.  With  most 
waste  generated  by  printing  process  color,  says 
Sutis.  it's  best  to  run  color  leads  through  a  tower, 
leaving  black  and  spot  color  to  the  older  units. 

Buyers  of  satellite  presses  (usually  multi¬ 
color  units  with  one  or  two  impression  cylin¬ 
ders)  more  common  in  Europe  and  Asia,  he 
continues,  “have  a  very  difficult  time  because 
the  satellites  don't  lend  themselves  to  running 
back-to-back  color  so  easily.”  Such  sites,  he 
says,  may  look  at  adding  new  capacity 
“because  satellites  kind  of  confuse  the  config¬ 


uration  as  the  presses  get  larger.” 

Sutis  says  that  while  a  need  for  more  color 
may  drive  up  demand  for  add-ons  from  its 
usual  level  of  about  25%  of  normal  annual 
sales  volume,  “I  think  the  total  market  will 
probably  stay  at  the  same  level. 

“We've  been  very  successful  in  Europe  and 
Asia,  and  I  think  we're  coming  back  in  North 
America,”  says  Sutis.  While  defending  Goss 
technology  as  measuring  up  to  “anyone  else's,” 
he  acknowledges  that  “our  implementations 
weren't  as  good  as  they  could  have  been.” 

In  the  meantime,  having  emerged  from 
Chapter  1 1  bankruptcy  protection  with  its 
financial  house  in  order,  Goss  can  point  to 
“quite  a  full  order  book”  for  semicom¬ 
mercial  equipment  —  generally  the  high- 
end  single-wide  Universal  models  that 
allow  newspapers  to  diversify  products 
for  their  readers  and  to  run  Jobs  for  others 
to  maximize  press  use. 

For  years  in  North  America,  KBA  had 
only  an  offset  press  at  the  Daily  Herald, 
Arlington  Heights,  III.,  and  older  flexo 
equipment  at  the  Providence  (R.l.)  Jour¬ 
nal.  After  hitting  its  stride  in  North  Ameri¬ 
ca  upon  acquiring  Motter,  it  supplied  nu¬ 
merous  flexo  presses  and  Colora  offset 
machines  in  the  United  States  and  Canada. 

Normally,  say  Schmidt  and  Gary  Owen, 
KBA  North  America  newspaper  sales 
director,  U.S.  sales  volume  for  single-  and 
double-wide  presses  averages  between 
$3(X)  million  and  S4{)0  million.  Owen  re¬ 
calls  KBA's  U.S.  business  two  to  four  years  ago 
as  “absolutely  terrible.”  but  says  prospects  for 
the  next  1 8  months  appear  “very  promising.” 

Like  everyone  else.  KBA  is  “watching  ... 
some  of  the  older  Goss  machines”  for  replace¬ 
ment  or  additions.  “That  business  has  been  ab¬ 
solutely  explosive  in  this  market.  The  ability  to 
add  color  to  existing  presses  —  that  trend  will 
continue,”  he  says,  citing  Colora  towers  recent¬ 
ly  sold  to  Austin  to  boost  the  American- 
State.'iinan's  aging-but-upgraded  Metros.  (In 
fairness,  it  should  noted  that  Goss  is  adding 
Newsliner  towers  to  the  KBA  Commander  at 
England's  Peterborough  Evening  Telegraph.) 

North  America's  potential  volume,  however, 
also  allows  Owen  to  see  a  parallel  trend  to  all- 
new  equipment.  Work  in  any  number  of  press¬ 
rooms  may  bear  out  his  observation  of  add-ons, 
but  his  German  counterpart  has  a  more  Euro¬ 
pean  take  on  the  trend.  “In  the  long  run.  I  think, 
it's  not  a  good  calculation  to  rebuild  3()-year- 
old  presses,”  says  Schmidt.  “The  costs  of  daily 
production  are  higher  with  old  equipment.” 

man's  Lapinski  put  it  another  way:  “The 
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weakest  point  dictates  results."  An  add-on  pro-  fy  editorial  and  advertising  product  diversity,  says  Shafer,  limited  time  and  resources  put  it  on 

vides  color,  probably  good  color,  but,  with  lit-  zoning,  and  regionalization  needs.  the  second  route,  where  it  focuses  on  the  better 

tie  or  no  change  to  the  rest  of  the  press,  pro-  European  newspaper  printers  —  many  of  prospects  and  "not  trying  to  get  every  order." 
ductivity  may  be  determined  by  the  slowest,  or  which,  it  should  be  noted,  print  multiple  titles  TKS’  latest  presses  are  towers:  the  double- 
most  troublesome  unit.  That  argument,  he  and  other  products  —  keep  their  offset  press-  wide  mainshaft  ColorTop  6000  and  shaftless 

says,  has  succeeded  in  persuading  some  pub-  es  for  12  to  15  years  (only  10  in  one  recent  ColorTop  70(X),  single-wide  ColorTop  3(XX). 

lishers  that  availing  themselves  of  new  tech-  German  case).  North  American  sites  general-  and  the  ColorTop  8000  directory  press, 

nology  in  a  new  machine  makes  better  sense  ly  hold  onto  them  for  15  to  25  years.  (Or  As  it  was  for  others,  business  overall  was 
from  an  investment  standpoint.  longer.  Dating  from  the  late  1 960s.  Goss’ first  good  for  TKS  during  the  past  two  years, 

"Our  focus  in  North  America  is  on  new  Metro-Offset  still  prints  the  Telegraph  reports  Shafer.  But  unlike  most  others,  he 

[presses]  because  we  think  that  provides  the  Herald,  in  Dubuque,  Iowa.)  adds,  today  is  a  different  story  for  its  U.S. 

best  opportunity  for  us.  Adding  on  to  other  Presses  that  old  are  reaching  the  point  where  affiliate,  where  some  sales  were  lost  and 
[manufacturers’]  machines  is  not  always  they  occasion  changes  in  inventory,  says  TKS  "times  are  tough  right  now.”  He  attributes  the 

straightforward,”  he  says,  noting  the  danger  (U.S.A.)  sales  chief  Shafer,  noting  that  some  current  dearth  of  sales  mostly  to  a  currency 

of  disappointing  customers.  critical  parts  are  wearing  out  for  the  first  time.  exchange  rate  that,  for  now,  makes  Japanese- 


From  crucible  to  Commander  at  the  Bavarian  factory  of  Konig  &  Bauer  AG,  the  oldest  press  maker  still  in  business,  founded  in  1817  in  Wurzburg 
by  its  namesakes,  Friedrich  Konig  and  Andreas  Bauer,  following  their  1812  invention  of  the  cylinder  press.  In  recent  years,  it  absorbed  Motter 
Printing  Press  Co.  in  Pennsylvania  (home  to  its  U.S.  operations)  and  the  Albert  Frankenthal  and  Planeta  businesses  elsewhere  in  Germany. 


Though  man’s  recent  offset  business  in 
North  America  has  been  in  new  presses 
(including  equipment  for  Indianapolis 
Newspapers’ just-announced  new  plant),  it  has 
built  additions  onto  its  own  presses  and  others’ 
in  Europe.  The  same  is  true  for  Wifag,  which, 
in  the  first  of  two  expansion  phases,  is  adding 
shaftless  five-high  color  towers  to  its  already- 
upgraded,  older  mainshaft  presses  at  Italy’s 
biggest  news  and  sports  dailies. 

Either  upgrade  and  expand  presses  or 
replace  them  —  the  decision  faces  half  or 
more  of  North  American  papers,  according  to 
Lapinski,  who  says  their  decisions  depend  on 
publishers’  goals,  which  vary  by  local  markets. 

Lapinski  echoes  remarks  of  most  others 
when  listing  North  American  newspapers’ 
desire  foi  equipment  to  make  them  more  com¬ 
petitive  by  providing  higher  speeds  and  quali¬ 
ty,  lower  waste,  and  greater  versatility  to  satis- 


Citing  great  potential  in  a  market  where  a 
third  of  the  1 5  to  20  annual  double-wide  orders 
are  tower  additions.  Shafer  says  TKS  remains 
"very,  very'  interested”  in  supplying  add-ons  for 
anyone’s  presses.  Among  jobs  it's  handling  on 
its  own  and  on  some  competitors’  presses  are 
replacing  a  57°  former  with  a  70°  former  for 
better  web  tension  control,  retrofitting  a  shaft¬ 
less  RTF  on  an  installed  folder,  upgrading  paster 
panels,  and  performing  50-inch  cutdowns,  dur¬ 
ing  which  TKS  can  install  its  new  ink  rail 
design.  And  while  still  prepared  to  retrofit  oth¬ 
ers’  presses  with  its  digital  inkers,  Shafer  says, 
TKS  users  “have  pretty  much  switched  over.” 

He  sees  two  possible  paths  for  the  markets’ 
multiple  competitors:  Sell  as  much  to  as  many 
as  possible,  or  sell  enough  to  sustain  the  busi¬ 
ness,  concentrating  on  certain  orders  and 
"keeping  the  parent  company  happy.”  So,  even 
though  his  organization  is  hiring  sales  staffers. 


made  presses  more  expensive. 

Still.  Shafer  says  TKS  has  "enough  business 
here  to  sustain  us.”  while  enduring  two  more 
years  before  "we’re  free  and  clear”  of  expo¬ 
sure  to  anti-dumping  duties  imposed  on 
Japanese-  and  German-made  presses  in  the 
wake  of  an  investigation  sought  by  Rockwell- 
Goss  in  1996. 

Roy  Yokouchi  blames  those  duties  for  "very 
slow  activity  in  the  U.S.”  Except  for  a  tower 
addition  last  spring  to  its  press  at  Bergen 
Record  Corp.’s  Rockaway,  N.J.,  plant  (The 
Record  runs  a  TKS  press  at  its  Hackensack. 
N.J..  site),  Mitsubishi’s  director  of  newspaper 
printing  presses  reports  "no  new  orders  after 
The  Washington  Post  project.”  The  big  keyless 
presses  sold  to  the  Post  pushed  Rockwell-Goss 
to  petition  for  a  federal  investigation  after  it 
long  harbored  suspicions  of  imported  press 
dumping.  (It  recently,  however,  persuaded  the 
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government  to  drop  the  duty  order  for 
Mitsubishi  equipment  matching  the  Post's.) 

For  any  major  press  project,  newspaper 
managers  must  consider  the  critical  areas  of 
service,  quality,  and  price  in  deciding  to  work 
with  the  supplier  of  its  existing  equipment  or 
to  do  business  with  another  company,  says 
Goss'  Sutis,  who  adds  that  consideration  of  the 
effects  of  time-zone  and  language  differences 
and  currency  swings  “can  cause  a  customer  to 
make  a  decision"  one  way  or  the  other. 

Shafer  and  Lapinski  agree  that  currency-ex- 
change  rates  alternately  help  and  hurt  business. 
But  they  haven't  quite  the  impact  some  may 
think,  says  Lapinski.  because  manufacturing 
economies  of  scale  and  the  global  nature  of 
man's  business  help  moderate  periodic  disad¬ 
vantages.  But  that  requires  volume,  he  adds, 
which  is  tricky  when  markets  go  hot  or  cold  at 
different  times,  and  all  the  while  the  company 
must  preserve  its  local  presence  in  each. 

Lapinski  says  MAN  found  from  experience 
that  manufacturing  “where  the  expertise  is  and 
where  the  volume  is  has  led  to  the  best  technol¬ 
ogy"  it  can  offer  —  as  well  as  “the  best  overall 
quality,  because  we  have  a  greater  control  over 
it  than  [by]  spreading  it  out  and  building  in  mul¬ 
tiple  plants  around  the  world."  Increased  market 
share,  he  says,  shows  the  strategy  has  worked. 


Because  Heidelberg's  Mainstream  will  be 
built  in  the  United  States,  says  Hobby,  curren¬ 
cy  will  not  be  an  issue  in  the  regional  market, 
thanks  to  the  North  American  Free  Trade 
Agreement.  As  for  Europe,  he  adds, 
Heidelberg  has  factories  there. 

“We're  capable  of  manufacturing  in  both 
NAFTA  and  Europe."  says  Richards.  “Our  pol¬ 
icy  is  to  load  the  factories  with  an  eye  on  ex¬ 
change  values."  which,  he  says,  Heidelberg 
does  regularly  for  commercial  presses  and 
“would  expect  to  do  ...  on  the  newspaper  side." 

But  at  MAN,  Lapinski  says  he  believes  hav¬ 
ing  an  in-market  operational  presence  is  an 
important  decision-making  factor  for  cus¬ 
tomers,  saying,  “It's  not  only  price;  it's  not  only 
product;  it's  everything,  the  overall  package." 

With  its  New  Jersey  factory  (and  now  an 
Illinois  headquarters  and  a  Connecticut  techni¬ 
cal  support  center).  “We  wanted  to  make  sure 
that  people  realized  when  we  got  into  the  mar¬ 
ket  that  we  were  serious."  says  Lapinski.  “We 
made  a  huge  financial  investment.  ...  To  be 


successful  in  North  America,  you  have  to  have 
the  infrastructure  to  support  the  local  require¬ 
ments  of  the  market."  Without  the  commit¬ 
ment.  he  warns,  “1  don't  think  you're  going  to 
survive  long  term." 

At  Wifag.  currency  is  not  an  issue  for  buy¬ 
ers,  says  McEvoy,  because  all  deals  are  done  in 
dollars.  Because,  however,  “it  is  an  issue  for 
us."  he  allows,  “it  can  have  an  influence  on 
pricing,  and  that's  something  we  have  to 
watch."  So  transaction  timing  is  important,  he 
says,  adding  that  various  financial  instruments 
are  available  to  hedge  exchange-rate  risk. 

As  for  service  and  support  (where  di.stance 
and  travel  time  may  be  substantial  even  when  a 
supplier  and  customer  are  both  in  the  United 
States),  modem  communications  capabilities, 
says  McEvoy,  help  overcome  geography.  He 
points  to  a  planned  interactive  video  link 
between  his  Swiss  headquarters  and  The  Dallas 
Morning  News.  Also,  for  some  years,  he  notes, 
there  have  been  modem  connections  between 
customers  and  the  controls  supplier  and  Wifag. 

Though  Wifag  “does  not  mle  ouf  in-person 
help  within  24  hours,  when  called  for.  McEvoy 
says  there  is  now  “an  increased  awareness  from 
our  customers  about  training."  Dallas,  he  says, 
sent  mechanics,  electricians,  and  electronic 
specialists  to  Bern.  Switzerland,  where  they 


became  intimately  familiar  with  their  press  by 
helping  assemble  it.  Operators,  meanwhile,  get 
training  on  the  Tulsa  World's  shaftless  OF  370. 

Commercial  connection 

With  a  reputation  for  top-quality  presses  at 
premium  prices.  Wifag's  success  in  sales  may 
underscore  Lapinski "s  assertion  that  a  com¬ 
mercial  press  business  is  not  a  requirement  for 
success  on  the  newspaper  side.  Still,  KBA's 
Schmidt  advises  that  “to  be  a  technological 
leader  in  the  newspaper  press  business,  it's 
helpful  to  have  commercial  experience. 

Both  executives  note  a  synergy  between  the 
two  businesses,  especially  now  that  newspa¬ 
pers  have  begun  looking  at  their  “true"  printing 
costs.  “Where  years  ago  that  didn't  concern 
them  much,  today  [newspapers]  are  starting  to 
think  like  commercial  printers."  for  whom  pro¬ 
duction  costs  are  “extremely  important." 

Lapinski  points  to  makeready  time  as  an  ex¬ 
ample  of  newspaper  pressrooms  learning  from 
their  commercial  counterparts  that  time  really 


is  money.  Press  makers'  understanding  of  the 
commercial  printing  mentality  can  help  them 
educate  newspapers,  particularly  those  per¬ 
forming  or  contemplating  contract  print  work. 

Commercial-side  technologies  that  helped 
raise  quality  and  lower  both  waste  and  man¬ 
ning  are  migrating  to  newspapers.  “There's  a 
lot  of  borrowing  going  on,  and  1  think  you'll 
see  more."  Lapinski  predicts.  “You're  starting 
to  see  that  gap  between  a  commercial  printer 
and  the  newspaper  printer  —  in  some  cases,  in 
some  parts  of  the  world  —  becoming  more  and  | 
more  blurred."  he  adds.  I 

From  Heidelberg,  Hobby  agrees.  “Bright  | 
lines  that  used  to  separate  the  two  industries  I 
don't  separate  them  quite  like  they  used  to."  he  | 
says,  noting  an  easy  migration  that  includes  | 
web-handling  and  inker  design. 

To  that,  Shafer  adds  press  controls,  register  | 
systems,  tension  and  fan-out  controls,  jaw  fold-  ! 

ers.  and  cylinder  cocking  as  having  “fiUered  to  ; 

the  newspaper  side.  Nevertheless,  he  maintains 
that  a  commercial  product  line  is  unneeded 
from  a  financial  standpoint,  though  TKS  does 
have  a  commercial  press  division  in  Japan. 

For  the  supplier.  Lapinski  continues,  the 
commercial  side  aids  a  press  maker  by  offering 
a  steadier,  more  predictable  flow  of  business 
because  the  machines  are  replaced  so  often 
owing  to  their  constant  use.  In  contrast,  he  sees 
newspapers  as  neither  steady  nor  predictable; 
at  best,  they're  somewhat  cyclical. 

For  MAN  (which  builds  both  types  of  press 
in  the  same  factory),  predictability  in  the  com¬ 
mercial  business  helps  the  “whole  business  in 
terms  of  how  you  manage  it  and  how  you  deal 
with  cost."  says  Lapinski.  It  also  fosters 
improvement,  according  to  Schmidt,  who 
remarks.  “They  keep  us  moving,  because  the 
commercial  customers  are  much  more  critical 
and  sensitive  [than]  the  newspaper  industry." 

For  press  makers  and  publishers  alike,  says 
Sutis.  “the  newspaper  industry  is  probably  the 
crown  jewel  of  printing.  Certainly,  in  terms  of 
profitability,  it's  very  difficult  to  find  an  indus¬ 
try  in  printing  that's  as  good."  other  than  per¬ 
haps  tag  and  label  printing  and  “small  niches." 

Lapinski.  on  the  other  hand,  distinguishes 
between  publisher  and  press  maker:  “By  nature, 
this  isn't  a  big.  profitable  business.  We  don't 
have  the  huge  margins  like  the  newspapers." 

As  long  as  those  margins  stay  strong,  so  too 
will  the  market  for  new  printing  equipment. 

And  while  there  is  little  doubt  that  newspapers 
will  gradually  shift  to  electronic  distribution  or 
in-home  printing  in  the  future  to  save  the  cost 
of  printing  and  delivering  the  newspaper,  pub¬ 
lishers  still  are  betting  the  printed  product  will 
remain  in  demand.  ■ 


“You’re  starting  to  see  that  gap  between  a  commer-' 
cial  printer.and  the  newspaper  printer ...  becoming 

more  and  more  biurred.”  —  Vince  Lapinski,  MAN  Roiand  vice  president 
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CALL  FOR  ENTRIES 

The  2000  Batten  Medal 


In  an  increasingly  complicated  age,  Jim  Batten  continued 


to  believe  in  the  power  of  a  single  journalist  to  produce  a 
special  kind  of  work  that  could  touch  -  and  somehow 
improve  -  the  lives  of  real  people. 

Today,  this  revered  reporter,  editor  and  newspaper 
executive  is  remembered  in  many  ways.  But  it  is  the 
annually  awarded  Batten  Medal  that  is  aimed  at  rec¬ 
ognizing  one  person  whose  career  work  embodies 
the  values  Jim  represented  —  understanding,  fair¬ 
ness,  courage  and  a  deep  concern  for  the  underdog. 

Those  traits  led  the  judges  to  award  the  1999 
Batten  Medal  and  an  accompanying  $2,500  prize  to 
reporter  and  columnist  Regina  Brett  of  the  Akron 
Beacon  Journal. 

In  her  first  column  for  the  Beacon  Journal,  Brett  wrote, 
'This  is  for  anyone  with  a  fragile  heart,  a  few  broken 
dreams,  a  lot  of  high  hopes  and  a  hunger  to  understand 
it  all." 

Brett  won  for  a  portfolio  that  included  a  powerful  set  of 
columns  about  her  own  experience  with  breast  cancer, 
stories  exposing  a  baby-selling  clinic  and  a  moving 
series  about  a  17-year-old  who  killed  his  abusive 
father. 

The  Foundation  for  the  Batten  Medal  is  now 
seeking  nominations  for  the  Batten  Medal  for 
2000.  The  deadline  for  entries  is  Wednesday,  I 

March  15,  2000.  I 

1999  Batten  Award  J 

winner  Regina  Brett  m 


RULES  AND  ENTRY  DETAILS 


The  2000  Batten  Medal 
and  the‘$2,500  prize  will 
honor  an  individual  for  his  or 
her  body  of  work,  as  reflect¬ 
ed  in  journalistic  examples 
published  within  the  three 
calendar  years  prior  to  Janu¬ 
ary  1,  2000. 

The  nomination  letter 
should  incTicate  how  the 
entry  reflects  the  passion  and 
humanity  that  characterized 
the  late  James  K.  Batten.  The 
winner  will  be  selected  by  an 
independent  panel  of  judges. 


The  Medal  may  be  award¬ 
ed  to  any  reporter,  columnist, 
-editorial  writer,  photographer 
*  or  graphic  artist  whose  work 
has  appeared  in  a  daily  or 
weekly  newspaper  in  the 
•United  States.  A  single  series 
‘  or  individual  project,  however 
noteworthy,  will  not  qualify. 

The  entry  should  be 
accompanied  by  no  more 
than  10  articles,  photos  or 
graphics  (although  a  series 
can  count  as  one  of  the  10 
items).  Additional  supporting 


material  or  documentation  is 
allowed.  The  publication  date 
must  be  visible  on  each  piece 
of  work.  Good  quality  copies 
are  acceptable.  The  entry 
should  be  well  organized  so 
it  can  be  easily  handled. 

This  certification  should 
accompany  each  entry;  "I  cer¬ 
tify  that  the  information 
included  in  the  accompany¬ 
ing  materials  for  the  2000 
Batten  Medal  accurately  and 
truthfully  reflects  the  entry, 
dates  of  publication  and  its 
impact  and  outreach."  The 
certification  must  be  signed 
and  dated. 


ENTRIES  SHOULD  BE  MAILED  TO: 
Foundation  for  the  Batten  Medal 
c/o  David  Yamold, 

Executive  Editor 
San  Jose  Mercury  News 
750  Bidder  Park  Drive 
San  Jose,  CA  95190 

QUESTIONS  SHOULD  BE  DIRECTED  TO: 


Zachary  Stalberg,  Editor 


Philadelphia  Daily  News 
P.O.  Box  7788 
Philadelphia,  PA  19101 
E-Mail:  stalbez@phillynews.com 
Telephone;  215-854-5905 
Fax:  215-854-4463 


Record  setter  sees  new  te 

And  Jon  Markey  knows  what  button^ 


By  Ellen  LIburt 

The  first  time  Jonathan  H.  Markey  laid 
eyes  on  Rockaway,  N.J..  was  in  1992. 
when  he  was  interviewing  to  be  vice 
president  of  manufacturing  for  The 
Record  in  Bergen  County.  N.J. 
Markey  and  Robert  J.  Santanara.  then  pres¬ 
ident  of  The  Record,  had  just  finished  touring 
the  paper’s  ultramodern  printing  press  in 
Rockaway.  and  were  cruising  back  to  Hack¬ 
ensack  along  Route  80  when  Santanara  Jump- 
started  the  conversation:"What  do  you  think?" 

"I  think  I’m  going  to  cry."  Markey  replied. 
“You’ve  got  a  30().(KX)-square-foot  building 
there,  two  double-width  press  lines,  multiple 
inserting  systems,  and  state-of-the-art  pre¬ 
press  equipment  —  and  I  Just  walked  through 
there,  and  it  was  silent  as  a  tomb.” 

At  that  time,  the  only  functions  of  the 
Rockaway  facility  —  one  of  two  The  Record 
owns,  the  other  is  in  Hackensack  —  were  to 
print  The  News  Trdmne  (The  Record's  former 
sister  paper,  a  50.000-circulation  daily 
renamed  the  Home  News  Tribune  and  now 
owned  by  the  Ashury  Park  Press)  and  to  insert 
The  Record's  Sunday  comics. 


Markey  —  whose  pioneering  efforts  in  color 
process  work  helped  set  industry  quality  stan¬ 
dards  when  he  was  prcxiuction  director  of  USA 
Today  through  its  launch  and  first  couple  of 
years  on  the  market  —  won  responsibility  for 
all  manufacturing  operations  at  the  two  plants, 
and  for  developing  commercial  printing  activi¬ 
ties  using  the  one  in  Rockaway. 

So  from  day  one  on  the  new  Job.  Markey 
started  selling.  Within  a  year,  he  had  print  con¬ 
tracts  with  USA  Today  and  Investor’s  Business 
Daily,  and  was  doing  $2  million  worth  of  busi¬ 
ness.  By  1999,  the  business  had  grown  to  more 
than  $28  million  annually. 

“I  tend  to  be  fairly  aggressive  in  trying  to 
deal  with  things.”  says  Markey. 


After  making  his  mark  on  manufacturing. 
Markey  rose  rapidly  at  The  Record,  first  to 
executive  vice  president/manufacturing  and 
sales  in  1994.  Two  years  later,  he  was  named 
president  and  chief  operating  officer  of  the 
Bergen  Record  Corp.  and  senior  vice  president 
of  parent  company  Macromedia  Inc. 

Today  Markey  runs  a  booming  enterprise, 
with  responsibility  for  all  operations,  including 
the  editorial  department. 

As  Markey  headed  for  the  "Super- 
Conference”  gathering  in  Miami,  Editor  & 
Publisher  asked  him  what  he  expects  to  find  on 
the  minds  of  attendees.  Markey.  who  is  running 
a  panel  dealing  with  mail-room  issues,  men¬ 
tions  several  related  themes. 

He  says  he’s  hoping  to  find  “a  great  deal 
of  concern  about  how  to  have  a  more  inte¬ 
grated  manufacturing  process  with  more 
finite  controls.” 

Using  the  example  of  his  own  panel,  which 
will  be  attended  by  mail-room  equipment  ven¬ 
dors,  Markey  explains  that  there’s  a  whole  lot 
of  processing  —  inserting,  bundling,  and  rout¬ 
ing.  for  example  —  that  goes  on  between  the 
time  the  paper  comes  off  the  press  and  the 
time  it  is  loaded  onto  a  truck.  Right  now.  the 


paper  passes  through  machines  that  in  many 
cases  come  from  different  vendors,  and  it  may 
require  periodic  manual  intervention  to  make 
sure  it  gets  where  it’s  supposed  to  be  in  the 
form  it’s  supposed  to  be  in. 

In  most  papers  today,  says  Markey.  one  of 
the  areas  where  the  most  labor  is  employed  is 
the  mail  room.  And  in  a  tight  labor  market, 
because  of  the  nature  of  the  market  and 
because  mail-room  Jobs  are  manual,  openings 
there  tend  to  attract  people  who  have  not 
reached  high  educational  levels. 

"It’s  a  huge  challenge,”  he  says.  “And.  ulti¬ 
mately,  part  of  the  broad  discussion  should  be: 
How  do  we  change  that  view  so  that  we  have 
an  environment  that  is  as  highly  automated  as  it 


can  be,  and  that  therefore  needs  to  employ  far 
fewer  people  —  albeit  people  who  will  proba¬ 
bly  be  required  to  have  far  higher  skill  sets?” 

Asked  about  the  new  ergonomic  regula¬ 
tions  announced  Nov.  22  by  the  federal 
Occupational  Safety  and  Health  Admini¬ 
stration  (OSHA).  Markey  says,  "If  they  hold 
up  as  stated,  they’re  going  to  pose  huge  chal¬ 
lenges:  one,  to  understand  the  standards;  and 
two.  to  figure  out  how  you’re  going  to  operate 
under  them  and  still  do  business. 

"Even  today,”  he  adds,  "you  get  into  a  lot  of 
situations  where  trying  to  meet  OSHA’s 
expectations,  your  insurer’s  expectations, 
state  and  local  requirements  —  you  almost 
have  to  put  people  in  a  bubble.” 

He  thinks  that  the  hottest  topic  at  the  con¬ 
ference  will  be  the  impact  of  technology  on 
people  and  the  availability  of  people. 
"Because  whether  it’s  the  mail-room  piece  I 
was  Just  talking  about  or  prepress  or  the  press¬ 
room,”  he  says,  "we’re  increasingly  using 
more  sophisticated  technology,  so  you’re 
faced  with  multiple  levels  of  challenge.” 

One  is  the  need  to  educate  and  re-educate 
those  already  on  staff  to  create  or  maintain 
skills.  Another  is  the  challenge  of  acquiring 
new  talent  who,  it’s  to  be 
hoped,  possess  more  sophis¬ 
ticated  technological  skills. 

“And  you’re  trying  to  do 
it  in  a  marketplace  where 
unemployment  nationally  is 
down  to  4%.  and,  in  some  markets,  half  of 
that,”  Markey  says,  “and  where  you’re  trying  to 
attract  people  against  all  the  dot-coms,  who  are 
throwing  away  stock  options  and  salaries 
because  they’ve  got  absurd  valuations. 

"That’s  a  huge  issue.” 

On  another  front,  however,  Markey  has  fig¬ 
ured  out  how  to  make  the  most  of  the  Internet. 

Over  the  last  couple  of  years.  The  Record 
has  become  an  exemplar  of  the  huge  advances 
newspapers  are  making  on  the  Internet  —  and 
in  their  own  communities  through  the  Internet. 

It  started  when  Glenn  Ritt,  vice  president  of 
The  Record's  Internet  division,  convinced 
Markey  that  because  the  paper’s  roots  were  in 
the  community,  part  of  the  opportunity  that 


“You  can  sink  or  swim.  The  position  was  offered  to  me,  and  I  said, 
‘Yes,’  so  it  was  either  figure  it  out  or  i  wasn’t  going  to  succeed.” 
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existed  for  it  to  compete  on  the  Internet  was  to 
be  intensely  local. 

The  Record  then  hooked  up  with  KOZ,  a 
Research  Triangle,  N.C.-based  provider  of 
community  publishing  software  to  newspaper 
Web  sites.  Over  the  last  1 6  months.  The  Record 
has  established  an  intensive  network  through¬ 
out  its  market  area  of  community-based,  self- 
published  Web  sites.  North  Jersey  Community 
.com  (http://www.njcommunity.com)  gives 
organizations,  institutions,  groups,  and  agen¬ 
cies  the  tools  and  platform  to  post  information 
and  to  communicate  internally  and  externally 
—  all  without  knowledge  of  HTML  (hypertext 
markup  language)  or  technical  skills. 

The  site  is  organized  into  broad  “communi¬ 
ties  of  values."  These  communities  include 
Towns,  Teens,  Sports.  Shopping,  Family, 
Health.  Education,  NJ  Latinos.  Real  Estate, 
and  Faith  &  Values,  among  others. 

If  a  reader  went  to  nJcommunity.com  and 
double-clicked  on  Faith  &  Values,  for  exam¬ 
ple,  she’d  get  to  another  page  allowing  her  to 
connect  to  houses  of  worship  and  related  sites, 
all  of  which  use  KOZ  software.  Scrolling 
down  that  open  page,  she'd  see  subgroups  of 
the  larger  community  of  values  —  in  this  case, 
the  Altar  &  Rosary  Society,  the  Archdiocese 
of  Newark,  and  so  forth.  The  groups  deter¬ 
mine  what  information  to  post  on  their  sites, 
and  use  tools  such  as  the  calendar  function  to 
list  all  their  events. 

This  network  structure  means  that  The 
Record  has  been  able  to  allocate  Just  one  full¬ 
time  systems  administrator  to  the  entire  project. 

Groups  can  also,  at  the  touch  of  a  button, 
put  themselves  on  any  channel  they’d  like. 
For  instance,  a  YMCA  could  position  itself 
on  the  channels  for  associations,  youth, 
health,  and  sports. 

“We’re  helping  organizations  and  business¬ 
es  be  found.’’  says  Ritt.  “Because  what  good  is 
being  on  the  Web  if  you  can’t  be  found?" 

From  school  districts  to  fire  and  rescue 
squads  to  the  Bergen  County  government, 
there  are  currently  1,700  organizations  par¬ 
ticipating.  And  all  the  sites  carry  The 
Record's  advertisers.  For  any  newspaper 
afraid  of  losing  its  audience  to  the  Internet. 

vww.mediainfo.cotn 


Jonathan  H.  Markey  in  his  world:  the  post-press  area  of  The  Record  in  Hackensack,  N.J. 


this  is  a  boon  of  immense  proportions.  newspaper  business. 

As  for  what  The  Record  derives  from  this  When  Markey  was  an  infant,  his  father 
deal  besides  community  building,  Ritt  would  worked  at  the  Philadelphia  Record.  “So  I’ve 
say  only  that  revenue  from  the  venture  was  been  in  the  business  functionally  since  1  was 
“well  into  the  six  figures,  and  sufficient  enough  a  kid,"  Markey  says.  “My  father,  who  was  the 
to  more  than  support  the  infrastructure  and  composing-room  foreman,  wound  up  spend- 
labor  needed  to  build  out  nJcommunity.com  in  ing  50  years  in  the  business." 

1999  from  450  sites  to  over  1,600."  But  clear  communication  was  a  hallmark 

And  the  newspaper  has  aggregated  all  these  of  his  family  even  before  Markey  was  born, 
communities  using  one  URL,  says  Markey.  in  Cardiff.  Wales.  54  years  ago.  His  father 
It’s  not  surprising  that  there’s  so  much  was  a  soldier  in  the  U.S.  Army  Signal  Corps 
depth  to  Markey’s  understanding  of  the  during  World  War  II,  and  his  English  mother 
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was  in  the  British  Women's  Navy,  in  Signals. 

The  U.S.  Army  was  having  difficulty  mak¬ 
ing  phone  calls  through  the  British  system, 
Markey  says.  “According  to  my  father,”  he 
says,  "his  guys  were  getting  a  hard  time  from 
the  head  of  the  section  in  the  Women's  British 
Navy,  who  happened  to  be  my  mother. 

“My  father  decided  to  go  straighten  things 
out.  so  he  went  to  talk  to  her.  That's  how  they 
met:  They  had  their  signals  crossed  and 
straightened  them  out.” 

Markey  spent  the  first  half  of  his  career 
working  strictly  with  manufacturing  issues 
through  his  time  at  USA  Today,  which 
launched  in  1982.  His  first  real  exposure  to 
revenue  issues  came  when  he  took  over  as 
president  of  Gannett  Offset,  the  company's 
commercial  division. 

“That  was  in  August  1984,  and  suddenly 
I've  got  not  only  operating  issues,  but  revenue 
and  sales,  so  1  had  to  learn  what  that  meant” 
—  Markey  laughs  —  “what  buttons  you  push, 
what  levers  you  pull,  how  it  works. 

“So  1  started  making  the  transition  from  a 


purely  operating  guy  to  one  with  broader 
responsibilities,  and  1  had  to  understand 
finance  at  that  point. 

“It  was  one  of  those  things,  like  when  you 
jump  in  the  pond:  You  can  sink  or  swim.  The 
position  was  offered  to  me,  and  1  said,  ‘Yes,’ 
so  it  was  either  figure  it  out  or  1  wasn’t  going 
to  succeed.” 

Early  on,  Markey  says,  his  background  in 
manufacturing  affected  how  colleagues 
viewed  him.  For  instance,  when  he  became 
president  of  Gannett  Offset,  there  was  some¬ 
one  working  there  who  had  expected  to  get  the 
president’s  position  when  it  opened  up. 
Markey’s  first  day  on  the  job,  the  first  words 
out  of  this  employee’s  mouth  were,  “Con¬ 
gratulations,  but  1  have  some  concerns 
because  you’re  a  production  guy.” 

“1  said,  ‘They’re  fair  concerns,  but  let  me  try 
and  demonstrate  to  you  and  we’ll  continue  to 
talk  about  it.’  So  1  started  making  sales  calls 
with  him.  worked  with  the  sales  force,  called 
on  accounts.  And  1  guess,  in  simple  terms,  1 
began  to  learn  that  side  of  the  business.  And  to 


the  best  of  my  memory,  [he]  never  again  raised 
my  background  as  an  issue.” 

After  leaving  Gannett.  Markey  was  presi¬ 
dent  of  a  printing  company  in  Houston,  Tristar 
Web  Graphics,  from  which  he  was  recruited 
by  The  Record. 

Today  Markey’s  world  is  in  Kinnelon.  N.J., 
where  he  lives  with  his  wife  Karen. 

Reflecting  on  his  profession,  Markey 
muses,  “The  thing  that’s  always  fascinated 
me  about  this  business  —  and  I’ve  been  in  it 
since  1  worked  part  time  when  1  was  16,  and 
obviously  inherited  some  of  it  from  my 
father  —  but  what  1  found  over  all  that  time, 
was  that  there  are  really  two  types  of  people 
in  this  business. 

“Those  are  people  who  love  it  so  intensely 
that  they  will  walk  through  fire  and  hails  of  bul¬ 
lets  to  do  what  they  need  to  do,  or  those  people 
who  venture  into  it  and  hate  it  so  much  they 
leave.  I’ve  never  found  people  in  the  middle. 

“.And  since  I’ve  been  at  it  almost  40  years,  1 
guess  I  put  myself  in  the  first  category.  1  love 
the  business  —  even  after  40  years.”  ■ 


Ad  size  matters:  The  SAU  debate 


by  Eric  Schult 


As  it  turns  out,  bigger  is  not  always 
better  when  it  comes  to  newspaper 
presses.  There’s  hardly  a  hotter  topic 
right  now  than  web  reduction:  the 
trend  toward  slicing  the  width  of  a  broad¬ 
sheet  newspaper  page.  And  not  incidental  to 
the  issue  is  the  subsequent  fate  of  the 
Standard  Ad  Unit  (SAU),  a  set  of 
measurements  that  makes  it  possible 
for  regional  and  national  advertisers 
to  buy  ad  space  in  multiple  markets 
without  fiddling  with  dimensional 
specs  for  each  paper.  The  16-year- 
old  SAU  is  rapidly  growing  outdated 
because  it  doesn’t  fit  on  the  narrow¬ 
er  pages  being  adopted  by  more  and 
more  papers,  predominantly  in  Tom  C 
major  markets.  game 

The  Newspaper  Association  of 
America  (NAA),  after  exploring  the  issue  for 
the  past  year,  may  be  about  ready  to  weigh  in 
with  a  new  measurement  that  would  comple¬ 
ment  —  and  eventually  replace  —  the  current 
standard.  At  its  February  meeting  in  New 
York,  the  NAA  board  will  consider  an  1 1  Vs- 
inch  standard  image  width  for  use  on  a  1272- 
inch-wide  page.  The  new  page  dimension 
would  likely  coexist  for  some  time  with  the 
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current  standard  of  13  inches,  originally  con¬ 
ceived  for  use  on  a  1 3 Vj-inch  page. 

Iways  The  proposed  new  dimensions  were 
;paper  reached  by  consensus  during  a  recent  meeting 
■  topic  of  a  special  NAA  task  force.  The  image  area 
n:  the  would  be  divided  into  six  columns,  with  Vx- 
troad-  inch  gutters,  according  to  Tom  Croteau, 
ital  to  NAA’s  vice  president  of  newspaper  services, 
if  the  Croteau,  in  characterizing  the  board’s 
anticipated  action,  was  careful  to 
be  as  inclusive  as  possible,  recog¬ 
nizing  there  are  members  of  the 
association  that  will  not  readily 
embrace  web  reduction.  “The 
word  ‘standard’  gets  very  sticky,” 
he  said.  “We  need  to  accommo¬ 
date  both  sizes.  There’s  going  to 
be  an  interim  period  ...  when 
Tom  Croteau:  A  both  structures  are  available.” 
game  of  inches  At  Davenport,  lowa-based  Lee 

Enterprises  Inc.,  six  of  the 
ue  for  chain’s  23  dailies  have  converted  to  the  nar- 
:igh  in  rower  width  since  June  1999,  and  three  more 
imple-  papers  will  follow  at  about  the  same  time 
urrent  the  NAA  board  is  expected  to  act  on  the  new 
New  SAU.  In  the  absence  of  an  existing  standard, 
ll  Vx-  some  of  Lee’s  papers  independently  settled 
1272-  on  a  12-inch-wide  image  area  on  a  1272-inch 
;nsion  page,  a  popular  choice  among  papers  trying 
ith  the  to  reduce  to  the  narrow  web  with  a  minimum 


impact  on  content  and  presentation. 

As  for  the  Lee  papers  midstream  in  their 
conversion  preparations,  word  of  the  NAA 
task  force’s  recommendation  came  just  in 
time  to  revisit  their  decision  to  choose  a  12- 
inch  image.  The  Journal  Times  in  Racine, 
Wis.,  jumped  tracks  and  went  with  the  1  l-Vx- 
inch  variation,  crossing  its  fingers  that  the 
NAA  board  would  ratify  it  and  save  the  paper 
the  necessity  of  a  second  adaptation. 

Narrow-format  papers  that  want  to  stay 
with  a  12-inch  image  width,  Croteau  pointed 
out.  can  always  float  national  ads  in  the  avail¬ 
able  space.  That  was  part  of  the  task  force’s 
rationale  for  recommending  1  TVs  inches  over 
12  inches. 

What’s  going  on  at  Lee  is  a  microcosm  of 
the  newspaper  industry  across  the  country. 
Larry  Urrutia.  director  of  manufacturing  for 
Gannett  Co.  Inc.  in  Arlington,  Va.,  said  nine 
of  73  papers  in  that  chain  have  already  made 
the  conversion  to  a  narrow  web  —  all  in  the 
second  half  of  1999.  He  expects  59  more 
properties  to  change  over  by  the  end  of  this 
year.  “It  just  happened.”  Urrutia  said,  that 
Gannett  settled  on  an  ll  Vs-inch  final  image 
width  for  a  majority  of  its  papers.  ■ 

Schult  is  production  manager  for  The 
Journal  Times  in  Racine,  Wis. 
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AUSTIN’S  MEDIA 
FACILITIES  TEAM 

The  Austin  Company 
is  pleased  to  announce 
the  return  of 
Michael  M.  Pusich 
as  vice  president 
and  manager,  Austin 
Newspaper  Group. 

He  joins  other 
Austin  Media  Facilities 
Team  leaders: 
Steven  L.  Derman, 
vice  president,  operations 
planning  and  design, 
Austin  Newspaper  Group; 
and  Donald  P.  Archiable, 
vice  president, 
planning  and  design, 
Austin  Broadcast/ 
Entertainment  Group. 

Austin’s  Media  Facilities 
Team  comprises  a 
dedicated  staff  with 
expertise  in  all  aspects 
of  newspaper,  broadcast 
and  electronic  media 
facilities  planning,  design, 
engineering,  construction 
and  project  management. 


DONALD  P.  ARCHIABLE 


Since  the  1920s,  The  Austin  Company  has  led  the  way  in  providing  publishers 
with  innovative  planning,  architectural  design,  engineering  and  construction 
solutions  to  support  ever-changmg  technology. 

Today,  as  the  industry  confronts  the  convergence  of  print,  broadcast  'arvd 
on-line  media,  Austin’s  thorough  understanding  of  newspaper  facility  planning, 
architectural  design  and  space  programming  makes  it  uniquely  qualified  to  help 
publishers  meet  both  short-term  and  long-term  facility  objectives. 

Austin  delivers  customized,  objective  facility  solutions  that  accommodate 
increasingly  complex  market  requirements. 

Whether  it’s  for  a  new  or  renovated  printing  facility,  a  broadcast  newsroom, 
or  a  mission-critical  facility  to  support  Internet-oriented  strategies,  Austin’s 
extensive  experience  and  single-source,  undivided-responsibility  approach  offer 
publishers  the  assurance  of  projects  completed  on  schedule  and  within  budget. 


Building  Greatness,  Delivering  Results  since  18/8 

mTHE  AUSTIN 
COMPANY 

CONSULTANTS  ■  DESIGNERS  •  ENGINEERS  •  CONSTRUCTORS 


CORPORATE  HEADQUARTERS:  CLEVELAND,  OHIO  «  E  MAIL:  austm.into''".theaustin.com 
PHONE:  (216)  382-6600  or  (800)  333-0780  -  FAX:  (216)  291-6684 

f  www.theaustin.com 
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□ewspeople ... . 

by  Jamie  Santo  newspeopleWmediainfo.com 


Arizona 

Michael  A.  Chihak  to  executive  editor  of 
the  Tucson  Citizen  from  president  and  pub¬ 
lisher  of  The  Californian  in  Salinas.  In  addi¬ 
tion,  Chihak  will  succeed  C.  Donald  Hatfield 
as  editor  and  publisher  of  the  Citizen  when 
Hatfield  retires  later  this  year. 

California 

Linda  K.  Greiwe  to  president  and  publish¬ 
er  of  The  Californian  in  Salinas  from  adver¬ 
tising  director  of  The  Desert  Sun  in  Palm 
Springs.  Greiwe  succeeds  Michael  A.  Chihak 
(see  “Arizona”). 

Connecticut 

William  J.  Kole  to  Hartford  bureau  chief  for 
The  Associated  Press  from  Amsterdam  bureau 
chief  for  AP.  Kole  succeeds  Keith  Robinson, 
now  Indianapolis  bureau  chief  for  AP. 

Vincent  M.  Valvo  to  publisher  of  the 
Connecticut  Law  Review  in  Fairfield  from 
publisher  and  editor  at  Boston-based  Warren 
Publications.  He  succeeds  Robert  Ambrogi. 


who  was  named  director  of  the  American 
Lawyer  Media  News  Service  in  New  York. 

District  of  Columbia 

Christopher  M.  Schroeder  to  CEO  and 

publisher  of  Washingtonpost. Newsweek  In¬ 
teractive  from  president  and  chief  operating 
officer.  He  succeeds  MarcTeren.  now  CEO  of 
Cahners  Business  Information. 

Florida 

Vickie  Chachere  to  correspondent  for  The 
Associated  Press  in  Tampa  from  reporter  at 
the  Tampa  Tribune.  She  succeeds  Lisa 
Holewa.  who  resigned. 

Illinois 

John  Kelleher  to  manag¬ 
ing  editor  of  The  Daily 
Chronicle  and  the  De  Kalb 
County  Weekly  in  De  Kalb 
from  city  editor  of  The 
Herald  Bulletin  in  Ander¬ 
son.  Ind.  He  succeeds  John  Secor,  now  exec¬ 
utive  editor  of  the  Troy  (Ohio)  Daily  News. 


Kelleher 

The  Daily  Chronicle 


INTERNET! 

Tradeline 


Times  Mirror 

through  its  affiliate 
Eagle  New  Media  Investments,  LLC 
has  made  a  $5  million  investment 
in 

Internet  Tradeline,  Inc. 

a  provider  of  turnkey  electronic  commerce 


We  are  proud  to  have  represented 
Internet  Tradeline,  Inc.,  in  this  transaction. 
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New  Jersey 

Keith  Dawn  to  the  newly  created  position 
of  general  manager  for  The  Press  of  Atlantic 
City  from  advertising  director  at  the  daily. 


Koupal 

Newsday 


New  York 

Raymond  B.  Koupal  to 

senior  vice  president  and 
chief  financial  officer  of 
Newsday  on  Long  Island 
from  vice  president  and 
chief  financial  officer  at 
The  Hartford  (Conn.) 

Coiirant.  Koupal  succeeds 
James  Shaw,  now  senior  vice  president 
and  chief  financial  officer  at  the  Los  An¬ 
geles  Times. 

Cindy  Hopp  to  business  administration 
manager  for  national  advertising  from  nation¬ 
al  advertising  support  manager. 

Roy  Cashion  III  to  national  advertising 
sales  manager  from  director  with  the  Treiber 
Group  in  Garden  City. 

Nancy  Bach  to  national  advertising  ac¬ 
count  executive  from  account  executive  at 
USA  Today. 


Frea 

The  State 


South  Carolina 

Diane  Frea  to  director 
of  marketing  for  The  State 
in  Columbia  from  director 
of  information  systems  at 
the  daily  based  in  the  state 
capital. 


Tejnnessee 

Tony  Ramirez  to  the 

newly  created  position  of 
national  advertising  coor¬ 
dinator  at  The  Kno.xville 
News-Sentinel  from  na¬ 
tional  advertising  manager 
at  The  Tribune  (formerly 

the  Telegram-Tribune)  and 

.  .  .  ..  o  The  Knoxville 

three  weeklies  based  m  San  News-Sentmei 

Luis  Obispo.  Calif. 


Ramirez 


Texas 

Hope  Haslam  to  publisher  of  Dallas- 
based  Te.xas  Lawyer  from  specialty  sales  rep¬ 
resentative  at  the  West  Group. 

Colleen  McGushin  to  editor  from  manag¬ 
ing  editor  tor  the  weekly. 

Haslam  and  McGushin  succeed  Joseph 
Calve,  now  director  of  business  develop¬ 
ment  at  Te.xas  Lawyer's  parent  American 
Lawyer  Media. 
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OBITUARIES . 

Robert  McG.  Thomas  Jr. 

A  reporter  for  The  New 
York  Times,  whose  uni¬ 
que  obituaries  —  known 
to  some  devotees  as 
“McG’s”  —  struck  such  a 
chord  with  readers  that 
he  received  a  good  deal 
of  fan  mail,  Thomas  died 
Jan.  6  from  abdominal 
cancer.  He  was  60. 

On  obituary  pages  reserved  (often  in 
advance)  for  the  lofty  ranks  of  well-known 
diplomats,  generals,  and  scientists,  Thomas 
juxtaposed  such  unknown  luminaries  as 
David  Longaberger,  “a  bom  basket  weaver 
and  business  visionary,”  and  Leopold  H.  Just, 
“a  Latvian-bom  sojourner  who  came  to  New 
York  to  study  medicine,  took  an  engineering 
detour  through  Brooklyn,  and  ended  up  build¬ 
ing  highways  and  bridges  all  over  the  world.” 

Thomas’  obituaries  usually  centered  on  the 
offbeat,  the  forgotten  sensation,  or  those  who 
took  a  circuitous  path  to  fame.  While  he 
approached  Lewis  J.  Gorin  Jr.'s  “long,  re¬ 
spectable,  and  thoroughly  obscure  career  as  a 
business  executive,  gentleman  farmer  and 
amateur  military  historian”  with  due  defer¬ 
ence,  he  focused  instead  on  Gorin’s  mock 


Hubert  L.  Kattenbach.  77,  former  president 
of  San  Diego-based  Copley  Press  Inc.,  died 
Jan.  2  of  complications  from  Alzheimer’s  dis¬ 
ease.  From  1978  to  1988,  Kaltenbach  was 
president  of  Copley  Press,  whose  newspapers 
include  the  Daily  Breeze  in  Torrance,  Calif..  In 
1965,  he  was  appointed  publisher  of  the  old 
San  Pedro  (Calif.)  News-Pilot,  and  in  1970 
became  publisher  of  the  Daily  Breeze.  He  was 
president  of  the  California  Newspaper  Publish¬ 
ers  Association  in  1979,  and  elected  president 
of  the  California  Press  Association  in  1982. 

Ronald  Patel.  52.  Sunday  editor  of  The 
Philadelphia  Inquirer,  died  Jan.  7  of  liver  can¬ 
cer.  Patel  worked  at  Newsday  in  Long  Island. 
N.Y.,  and  Die  Detroit  News  before  joining  the 
Inquirer  as  Sunday  editor  in  1973.  Patel,  known 
around  the  newsroom  for  his  fiery  temper  and 
penchant  for  bold  headlines,  revitalized  the 
Sunday  paper,  which  many  editors  cite  as  a  key 
to  the  Inquirers  victory  in  its  circulation  war 
with  the  now-defunct  Philadelphia  Bulletin  dur¬ 
ing  the  1970s  and  early  1980s.  He  was  named 


commission  as  first  national  commander  in 
the  Veterans  of  Future  Wars,  which  for  a  time 
made  him  the  “most  famous  collegian  in 
America  who  did  not  actually  play  football.” 

Friend  Marvin  Siegel,  Times  assistant  to  the 
managing  editor,  understood  Thomas’  kind  of 
person:  “You  didn’t  give  Bob  the  astronaut  so 
much  as  the  guy  who  dressed  him.” 

Thomas’  obituaries  exhibited  empathy 
with  these  souls  perhaps  because  he  was  one 
of  them.  When  Robert  McGill  Thomas  Jr. 
joined  the  Times  as  a  copyboy  in  1959,  the 
soft-spoken  Tennessean’s  resume  consisted 
of  attending  Yale,  working  on  the  Yale  Daily- 
News,  and  subsequently  flunking  out  (for 
having  chosen  “to  major  in  New  York.”  he 
would  later  say).  For  3'/2  decades  at  the 
Times,  he  served  as  a  police  reporter,  rewrite 
man.  society  reporter,  and  sports  writer. 
While  he  was  skilled  and  respected,  his  sen¬ 
tences  —  winding,  scenic  affairs  whose 
length  sometimes  reached  “Joycean  propor¬ 
tions,”  according  to  Siegel  —  often  led  him 
into  trouble  at  a  city  paper  that  favored 
express  trains  over  bucolic  walks. 

Thomas  found  the  proper  stage  for  his  tal¬ 
ents  when  he  began  writing  obituaries  full 
time  in  1995,  and  started  extending  the  pos¬ 
sibilities  of  the  form.  A  piece  hinting  at  the 
future,  and  a  fan  favorite,  was  his  1990  obit¬ 
uary  of  Johnny  Sylvester,  who  long  ago  had 

associate  managing  editor  for  features  in  1 986, 
and  returned  to  his  beloved  Sunday  paper  in 
1995.  Patel  was  past  president  of  both  the 
American  Association  of  Sunday  Feature 
Editors  and  the  Newspaper  Features  Council. 

Ed  Peck.  74,  longtime  sportswriter  for  The 
Newton  (Iowa)  Daily  News,  collapsed  and  died 
Jan.  1 1  after  finishing  a  high-school  basketball 
story.  Peck  covered  Jasper  County  athletic 
events  for  more  than  50  years  as  a  writer  and 
editor.  Peck  joined  the  Daily  News  as  sports 
editor  in  August  1947  and  retired  in  July  1996. 
but  continued  to  cover  games  part  time. 

Cal  Pokas.  66.  former  sports  editor  of  The 
Times  Leader  in  Martins  Ferry.  Ohio,  died  Jan. 
8.  Pokas  worked  at  The  Times  Leader  for  40 
years,  and  continued  to  cover  Ohio  State  foot¬ 
ball  part  time  after  his  retirement.  He  was  a 
past  president  of  the  Ohio  Prep  Sports  Writers 
Association  and  a  member  of  its  hall  of  fame. 
He  also  was  inducted  into  the  UPl  Spxirts 
Editors  Association  hall  of  fame. 


been  the  ailing  boy  Babe  Ruth  promised  a 
home  run:  "There  are  those  who  will  tell  you 
that  little  Johnny  Sylvester  was  never  that 
sick  and  certainly  not  dying.  They  will  tell 
you  that  Babe  Ruth  never  promised  to  hit  a 
home  run  for  him  in  Game  Four  of  the  1926 
World  Series,  and  that  the  three  home  runs 
that  the  Babe  did  hit  in  that  game  in  no  way 
saved  the  1 1 -year-old  youngster’s  life. 

“Any  representations  to  the  contrary,  these 
people  will  tell  you.  were  simply  embellish¬ 
ments  of  a  trivial  incident  by  an  oversenti- 
mental  press  in  a  hypersentimental  age. 

“Such  people  are  known  as  cynics.” 

With  the  tone  of  a  respectful  wake-goer. 
Thomas’  adaptive  style  and  deft  touch  allowed 
him  to  present  a  range  of  people  with  equal 
skill.  The  departed  was  spoken  of  as  a  friend 
and  colleague,  whether  Carl  Ally,  the  "hard¬ 
hitting.  high-flying  advertising  man  who 
helped  show  Madison  Avenue  the  error  of  its 
genteel  ways,”  or  author  and  “inveterate  pun¬ 
ster"  Willard  Espy,  who  "had  such  a  winsome 
way  with  words,  such  an  elegant  ear  for 
rhyme  and  such  a  sure  sense  of  the  absurd  that 
he  once  began  a  poem  with  the  words.  *1  do 
not  roister  with  an  oyster.”’ 

In  Gorin’s  obituary.  Thomas  wrote,  "For  if 
fame  is  fleeting,  so  is  innocence.”  and  it 
seemed  with  each  effort  he  tried  to  recapture 
a  little  of  both. 


William  Kenneth  Todd.  83.  longtime  news¬ 
paperman.  died  of  cancer  Jan.  1.  Tcxld  began 
his  career  in  1934  as  a  sportswriter  for  the 
Rockford  (Ill.)  Register-Republic,  now  the 
Rockford  Register  Star.  Todd,  a  member  of  the 
third  generation  of  his  family  associated  with 
Rockford  papers,  eventually  became  publisher 
of  Rockford  Newspapers  Inc.  Gary  Watson,  a 
former  publisher  of  the  Register  Star,  remem¬ 
bered.  "He  cared  about  his  city,  his  newspaper, 
and  the  people  who  worked  for  it.”  In  1971. 
Todd  resigned  and  moved  to  Tex.is  to  establish 
a  chain  of  community  newspapers.  At  the  time 
of  his  death.  Todd  was  executive  vice  presi¬ 
dent  of  Ttxld  Publications  Inc. 

Jean  Wudke.  77.  former  Los  Angeles 
Times  news  feature  editor,  died  Jan.  2  of  a 
heart  attack.  She  joined  the  Times  in  1967  as  a 
copy  and  layout  editor  in  the  "Food"  section 
and  later  moved  to  the  forerunner  of  w  hat  is 
now  the  Times’  "Southern  California  Living" 
section.  She  retired  in  1992  as  executive  news 
editor  of  the  "Sunday  Book  Review"  section. 
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The  AP:  Still  a  TV,  radio, 
and  newspaper  cooperative 

BUT  DEALING  WITH  NONMEMBER  WEB  SITES  RAISES  CONCERNS  BY  JASON  WILLIAMS 


On  Planetary  News’  "Online 
News”  discussion  list  recently, 
a  number  of  messages  about 
The  Associated  Press'  rela¬ 
tionship  with  a  major  Internet 
portal  had  online  newspaper  people  bristling 
over  the  distribution  of  AP-member  content 
to  nonmember  Web  sites. 

How  could  AP  be  selling  member-produced 
news  to  the  members’  competitors?  Put  sim¬ 
ply:  it's  not. 

"The  core  policy  is  not  complicated  in  terms 
of  what  we  will  make  available  commercially, 
and  there  really  has  been  no  change  in  that  pol¬ 
icy  in  my  memory  for  several  years.  We  do  not 
sell  state  reports,  and  we  do  not  sell  member 
contributions.”  said  Rick  Spratling.  deputy 
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director  of  newspaper  member¬ 
ship  at  AP. 

But  Spratling  admitted  that 
even  though  that's  the  rule  and 
common  practice  at  AP.  in  some 
unique  circumstances,  member 
content  may  appear  on  nonmem¬ 
ber  Web  sites  as  part  of  the 
national/international  report. 

"I  wouldn't  be  so  naive  [to 
say]  that  there  are  not  areas  of 
gray  occasionally.”  said  Sprat¬ 
ling.  "With  some  exceptions  — 
with  rare  exceptions,  I  suppose 
—  the  national/international  report  is  staff- 
produced  by  AP.” 

Spratling  insisted,  though,  that  the  AP  “as 
a  matter  of  practice  and  good-faith  effort” 
endeavors  to  produce  a  staff-written  and 
-reported  nonmember  wire. 

“It  is  conceivable  that  if  a  newspaper 
comes  out  with  a  great  national  story  that 
really  should  be  on  the  wire,  obviously,  we 
would  pick  it  up.  credit  that  newspaper,  and 
get  it  to  the  wire  as  quickly  as  we  could. 

“And  that  might  include  the  national  wire, 
as  it  should.  But  our  practice  is.  as  soon  as 
practical,  to  get  at  that  story  with  our  own 
original  reporting  and  make  it  the  product  of 
the  AP  staff,”  Spratling  said. 

The  practice  of  selling  staff-produced  con¬ 
tent  to  nonmembers  began  as  a  way  to  bring 
in  extra  revenue  and.  in  part,  to  keep  member 
costs  down. 

"The  AP  board  has  encouraged  us  — 
management  —  as  just  a  matter  of  sound, 
financial  practice  over  recent  years  to  broad¬ 
en  the  financial  base  of  the  company  as 
much  as  we  can  in  a  healthy  way  because  it 
makes  it  healthier  and  more  sound,  and  it 
also  reduces  the  cost  burden  on  members,” 
Spratling  said. 

But  at  least  one  "Online  News"  message 
questioned  the  true  savings  to  members, 
suggesting  that  if  AP  lowered  its  member 
rates,  it  would  attract  more  members  and 
therefore  increase  its  revenue  by  selling  ads 
on  more  sites. 


Doug  Thompson,  publisher  of 
Capitol  Hill  Blue,  a  Washington- 
based  political  Web  site  that  had 
been  dealing  with  AP  through 
third-party  syndicators,  was  re¬ 
cently  offered  a  direct  nonmem¬ 
ber  syndication  deal  with  AP. 

“It’s  not  beyond  bounds  of  rea¬ 
son  that  occasionally  [a  Web  site] 
comes  along  that  we  will  say, 
‘Gee.  it  looks  like  it’s  in  our  busi¬ 
ness  interest  that  we  ...  deal 
directly  with  this  site.’  It  may  be  a 
sizable  account  or  we  just  may 
have  our  own  good  business  reasons  for  want¬ 
ing  to  do  that.”  said  Spratling. 

Although  he  welcomes  a  direct  syndication 
deal,  Thompson  would  rather  join  the  coopera¬ 
tive.  He  has  tried  five  times  to  become  a  mem¬ 
ber  of  the  AP,  but  been  rejected  each  time  be¬ 
cause  his  operation  is  a  Web-only  publication. 

“I  fully  agree  with  newspapers  [that]  say, 
‘Why  should  we  belong  to  a  cooperative  that 
produces  content  and  have  that  content  show 
up  on  nonmember  sites?”’  said  Thompson, 
but  he  thinks  AP  should  revisit  its  definition 
of  online  news  sites  and  allow  some  to 
become  members. 

“Would  it  not  enhance  the  product  to  be  able 
to  have  that?  And  also  to  have  legitimate  online 
news  sites  contribute  to  the  product?  Our  site  is 
staffed  totally  with  ex-newspapermen  and 
-women.  We’re  not  a  [Matt]  Drudge  site.  We’re 
not  a  gossip  site.  We’re  a  news  site.  We’ve  been 
covering  Capitol  Hill  now  for  five  years.”  said 
Thompson.  “If  we  come  up  with  a  good  story 
that  would  be  of  use  and  we  belong  to  a  coop¬ 
erative,  we  would  be  more  than  happy  to  share 
it  with  the  cooperative.” 

Thompson  said  that  a  few  of  his  site’s  sto¬ 
ries  have  appeared  on  the  wires.  “It  isn’t  often 
that  you  will  see  a  wire  service  credit  an  online 
site,  but  it  occasionally  happens  because  occa¬ 
sionally  each  of  us  gets  a  story  that  can’t  be 
ignored.”  said  Thompson. 

The  Planetary  News  (http://www.planetary 
news.com)  “Online  News”  discussion  list  is 
managed  by  E&P  contributor  Steve  Outing.  ■ 
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TOPOGRAPHICAL  MAP  SITE  COMES  WITH  ALL  SORTS  OF  DIRECTIONS  BY  CHARLES  BOWEN 
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www.topozone.com 


Imagine  this  situation: 

Some  adventurous  out¬ 
doors  enthusiasts  from 
your  town  have  gotten 
themselves  in  big  trou¬ 
ble  in  a  wilderness  area 
several  states  away.  The 
party  had  planned  to  “rough 
it"  on  a  wintertime  hike 
through  the  high  country, 
but  got  more  than  it  bar¬ 
gained  for.  A  sudden,  unex¬ 
pected  snowstorm  has 
stranded  the  eager  trekkers 
somewhere  in  the  huge, 
mostly  deserted  forest  hills. 

Since  it's  a  big  story  for 
you.  you  dispatch  a  reporter 
and  photographer  for  local 
coverage,  but  the  site  that 
the  searchers  are  working  is 
hours  away,  too  far  to  pro¬ 
duce  fresh  art  for  the  cur¬ 
rent  cycle.  So.  instead  of 
photographs,  you  decide 
you  need  a  good  map  to  serve  as  anchor  for 
the  Page  One  package. 

The  problem  is  that  the  maps  your  artist 
has  to  work  with  —  highway  maps  and  the 
usual  pages  from  the  atlas  —  don't 
really  illustrate  the  difficulty  of  the 
terrain.  What  you  need  is  a  topo¬ 
graphical  map  that  will  show  just  how 
remote  and  inaccessible  the  country¬ 
side  is  where  the  hikers  are  lost. 

Time  for  the  Net.  The  TopoZone 
site  from  a  company  called  Maps  a  la 
carte  Inc.  works  with  maps  from  the 
U.S.  Geological  Survey  to  produce 
seamless  topographical  maps  of  the 
entire  nation.  You  need  only  locate 
the  general  area  where  the  hikers  are 
being  sought,  zoom  into  the  size  you 
want,  print  it  out.  and  hand  it  over  to 
the  artist  for  use  in  his  original  work. 

To  get  started,  visit  the  site  at 
http://www.topozone.com.  On  the 
introductory  page,  type  the  name  of 
the  nearest  town  or  city  in  the  data- 
entry  box.  Don't  use  abbreviations 
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Tha  TopoZona  I*  tha  Wab's  cantar  for  topographic  fr>ap  uaara 
artd  ou^oor  raoaatlon  anthusiacts.  Wa’va  woriiad  with  tha  USQS 
to  oraata  tha  Wab‘«  first  intaracdva  topo  map  of  tha  antira 
United  $tetB«.  If  you'ra  looking  for  maps  that  don't  laava  big 
blank  spacat  batwaan  tha  highways,  waloomal 

Wa  think  thasa  maps  ara  graat  just  tha  way  thay  ara^  but  wa'wa 
got  big  plans  for  tha  futura.  Wa'ra  adding  lots  of  naw  faaturas 
to  maka  tha  TopoZona  tha  placa  on  tha  Wab  for  topographic 
map  usars.  &lan  uo  for  tha  TopoTImas  to  gat  all  tha  naws  right 

away! 

Wa'wa  gotawary  U8Q8  lilOO.OOO.  tt2S,000«  and  li24,000 
scala  map  for  tha  artUra  United  States;  Alaska  (Ii63,3d0)  and 
Puarto  Rico  (li20,000)  will  ba  coming  soon.  Jurttypa  a  plan 
nama  in  tha  saarch  box  and  gol 


Tha  TopoZona  looks  bast  whan  vlawad  with  an  up-to-date  browsar.  Download  a  fraa  update  teday. 

AOL^OM  I 


(spell  out  “mount"  and  “mountain."  for 
instance),  but  don't  worry  about  capitaliza¬ 
tion.  Also,  don't  use  state  names:  Simply 
enter  the  name  of  the  place.  If  the  database 
has  more  than  one  location  by  that  name,  it 
will  produce  a  detailed  list  from  which  you 
can  select  the  correct  area. 

When  you  have  the  query  entered,  click 
the  “Search"  button.  The  site  then  produces 
its  smallest  map  of  the  region,  listing  its  coor¬ 
dinates  in  latitude  and  longitude,  along  with  a 
scale  for  measuring  distances.  At  the  top  of 
the  map  are  buttons  to  choose  other  maps 
(“Small."  “Medium."  or  “Large"). 

For  the  maps,  the  site  uses  a  data-rich  dig¬ 
ital  raster  graphic  format,  meaning  that  the 
more  detailed  maps  may  take  a  while  to  dis¬ 
play.  depending  on  the  bandwidth  of  your 
Internet  connection.  The  smallest  map.  which 
is  the  default,  is  6(K)  by  450  pixels  (about 
IlOK).  while  the  largest  maps  are  1400  by 
1050  pixels,  or  some  7(X)K.  So.  it's  a  trade¬ 
off:  If  you  have  a  28. 8K  or  56K  modem  con¬ 
nection.  you  might  want  to  stick  with  the 
smaller  maps.  On  the  other  hand,  if  you're 


focusing  on  a  very  specific 
area,  you  might  want  to  go 
with  the  largest  map  avail¬ 
able  to  you. 

And  for  you  number 
freaks,  here  are  a  couple  to 
cogitate  on.  speaking  of  pix¬ 
els.  Right  now,  the  database 
has  56.428  searchable  maps, 
with  more  to  come.  (At  this 
writing,  none  of  Alaska  was 
yet  on  board.)  That  adds  up 
to.  ahem.  1,988,736.935.112 
pixels  worth. 

Other  considerations  for 
using  TopoZone  in  your 
reporting  and  editing: 

IThe  site  is  not  Just  for 
your  emergency  lost- 
hiker  stories.  In  fact,  your 
outdoors  writers  need  to  be 
brought  back  indoors  to  the 
keyboard  at  least  long 
enough  to  check  it  out.  It  will 
be  of  such  great  use  to  outdoors 
recreation  enthusiasts  that  TopoZone  might 
be  worth  a  mention  in  a  column  or  feature.  It 
allows  hunters  and  campers  to  scope  out  the 
terrain  before  they  even  load  up  the  van. 

2 The  database  also  can  be  used  for  quick 
nonmap  data.  For  example,  need  to  know 
a  community's  coordinates  or  elevation?  Just 
type  the  name  in  the  data-entry  box  on  the 
introductory  screen  and  check  out  the  re¬ 
sulting  list  of  communities  with  that  name. 
For  each  are  given  its  latitude,  longitude, 
and  elevation. 

3 Finally,  a  searching  tip.  Sometimes,  when 
you  go  from  the  search  page  to  a  map,  the 
place  you're  requesting  doesn't  appear.  That 
is  probably  because  it's  not  included  in  the 
smaller  default  map.  Instead  of  scrolling 
around  looking  for  it,  just  click  on  the 
“Medium"  or  “Large"  map  button  and  you 
should  find  the  requested  town.  ■ 


Bowen  (diaries  howen@  CompuServe 
.com)  is  a  West  Virginia-based  journalist,  30- 
year  newspaper  veteran,  and  host  of  the  daily 
"Internet  News  ”  .syndicated  radio  show. 
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FEATURES  AVAILABLE 


ASTROLOGY 


Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://www.time-data.com 
Time  Data  Syndicate  (800)  322-5101 


_ AUTOMOTIVE _ 

WE  LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad  sales 
with  articles  from  AUTOMOTIVE  NEWS 
and  AUTOWEEK,  the  leaders  in  weekly 
automotive  industry  reporting. 

Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (21 2)  254-7646 


COLUMNS  AVAILABLE 


1 


ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 


1 999-2000  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kevinkamenandco@aol.com 
NY  (516)  379-2797,  Tampa.  FL 
(727)  786-5930,  Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


ENTERTAINMENT 

“Hollywood  Behind  the  Scenes” 
Hook  readers  with  insider’s  view  of 
what  stars  are  really  doing/with  photos 
E-mailed  or  US  mail  (800)  959-9977 

_ ENVIRONMENT _ 

“ENVIRONMENTAL  TRENDS” 
Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 
Stuart  Lieberman  (609)  514-1400 


“OFF  THE  TOP  OF  MY  HEAD" 

Columnist  Joe  Crawford.  Follow  Joe’s 
imaginative  and  humorous  look  at  life. 
All  tales  guaranteed  true.  Just  slightly 
exaggerated. :  - )  Free,  powerful 
reader  participation  puzzle  also 
avialable.  Samples/rates/references 
(618)462-4017  cravvfordjo@aol.eom 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITIES 

FUTURE  FEATURES  SYNDICATE 
Looking  for  buyer.  For  information  visit 
www.futurefeatures.com/prospectus 


EXECUTIVE  SEARCH 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers.  Acquisitions 
David  E.  Gauger 

RO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


EXECUTIVE  SEARCH 


Executive  Search  Consultants 


“Our  Associates  are  former  newspaper  execs  with  over  70  years 
experience.  Call  me  for  a  confidential  discussion  of  your  needs. " 

Ron  Haas  &  Associates 

71 3-977-8955  Fax  71 3-977-9656 
e-mail:  rhaas@rhaas.com 


NEWSPAPER  BROKERS 


780  Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S. West/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291-7367 
Michael  Bradley,  Northeast 
(508)  563-2835 

BILL  MATTHEW  COMPANY 
conducts  professional,  confidential  nego¬ 
tiations  for  sale  and  purchase  of  highest 
quality  daily  and  weekly  newspapers  in 
the  country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053  or  write  Box  3129, 
Cleanivater  Beach,  FL 34630 

No  obligation  of  course. 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  I,  ^  » 
Newspapers  ’ 

(Shed’  our  Rcferetices 
(214)265-9300  Tel  Rickenbacher 

Rickenbacher  Media 

O^.ll  Doco  Dr.  tialla.-,.  TX 
wwAvric  kenbathcmicdia.com 


urban,  niche,  daily,  and  weekly  news¬ 
papers,  in  90-120  days.  Phone  (614) 
889-9747.  http:/7www.jmpc.net 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

PHILLIPS  PROPERTIES,  INC. 
Consultants  -  Investments 
Management  -  Brokers 
PO.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  BROKERS 


I  Fax;  (212)  536-8800 
^  Phone:1-888-825-9149 


NEWSPAPER  BROKERS 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003.  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To ... 
wvvw.mediamergers.com 


FOR  CURRENT  LISTINGS 
GOTO 

www.criob.com 


Growing  Weekly  Business  Journal 
in  Northern  CA,  Est.  1998.  Excellent 
potential.  Interested  parties  send  letter: 
867  A  Richland  Rd.  Yuba  City.  CA  95991 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger.  ATN.  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)  476-3950 

NEWSPAPERS  WANTED 

AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to 
purchase  Black  weekly  newspapers. 
Confidentiality  maintained.  Contact: 
Eric  Kearney,  president 
Sesh  Communications 
PO.  Box  1691 .  Cincinnati,  OH  45201 


NEWSPAPER  BROKERS 


‘A  traditioii  of  service 

to  commitnity  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  " 

Bolitho  Media  Service 

Brokers  •  Appraisers  •  Consultants  '  * 

(580)421-9600  M 

RO.  Box  1985  “Ada,  OK  74821-1985  Tom  Bolitho 
Web  address:  bolitho.com  •  e-mail:  bolitho&bolitho.com 


mmsmisnm 


NEWSPAPER  BROKERS 


John  Cribb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozemaiv  MT  597 IS 
jcribb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY,  82834 
jfhicks@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  34105 
tokis@mindspring.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 
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EQUIPMENT  &  SUPPLIES 


PUBLICATIONS  FOR  SALE 


•  Central  California  Coast:  Multi- 
Day  Newspaper  -  with  press.  FY  99 
gross  over$1M. 

•  Northern  Caiifornia:  2  Weekiies  - 

One  staff,  gross  $500K.  Near  ocean 

•  Business  Magazine  -  Monthly, 
serves  high  demographic  market.  ‘99 
CF  projection  $200K. 

•  6-Namepiate  GP.  Suburban  Com¬ 
munity  Newspapers  -  3  semi¬ 
monthlies,  1  monthly,  2  monthly 
regional  specialty  publications.  '98 
gross  $800K-t- .  Positive  CF. 

•  Small  Weekly.  Mountain  area.  '98 
gross  $78K. 

Mel  Hodell,  Broker.  More  listings  coming 

Gregg  K.  Knowles,  Exclusive  Agent 

(909)  626-6440,  Fax  (909)  624-8852 

www.media-broker.com 
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CAMERA  &  DARKROOM 


NO  NONSENSE  50  “  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 


TWO  CHESIRE  LABELING  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 

LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886,  Fax  (816)  887-2762 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-521 8  Fax  (407)  273-901 1 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


STEPPER  (NEWSPAPER  ROLLER) 
Great  condition,  hardly  used 
Only  $6,800 
Call  Art  Hunter 
Paradise  Post 
(530)  877-4413 


PRESSES 


COMMERCIAL  PRESSES/AUXILIARIES 
Brush  Dampener  Conversions 
(81 5)  648-461 1 ,  Fax  (81 5)  648-2856 

DON’T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

"Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  V25  V22 
V15A  V15D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 

Tel:  (913)  648-2000 
Fax:  (913)648-7750 


FOR  SALE  BY  OWNER 
WEB  PRINTING  EQUIPMENT 

•  9  Harris  V-22  Units  (22  3/4“  Cut  Off. 
60s  Models) 

•  3  JF-1  Harris  Folders  (with  Quarter 
Folder) 

•  2  EC  Martain  Splicers 

•  Miscellaneous  Roll  Stands,  Motors, 
Gluer,  3  Partial  Units. 

Please  Call  Keith  Gower 
(713)  941-4845  (281 )  992-9242 


METRQ,  URBANITE,  CQMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


MQST  EXTENSIVE  SELECTIQN  QF 
USED  NEWSPAPER  PRESSES 
QN  THE  INTERNET  AT 
www.webpresses.com 


PRESS  FOR  SALE 

13-unit  Goss  Community  SC/SSC 
comprised  of  1 -three  high,  3-two 
highs,  4  mono  units.  Equipped  with 
pneumatics,  brush  dampening  and 
motorized  comps.  Clean  &  in  excellent 
condition.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)  561-6401  inter@sprintmail.com 

PRESSES 

Goss  3:2  Folders  23  9/1 0“,  22  3/4”, 
22“,21  1/2”,  21“ 

New  or  Rebuild  Goss  R.T.R  42”  -t-  45“ 
Goss  Y  columns  all  sizes 
Goss  Metro  Units 
Harris  1650  folder  22  3/4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 


WANTED  TO  BUY 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 


WANTED  TO  BUY 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


USED  CHESHIRE 
Call  Art  Hunter 
Paradise  Post 
(530)  877-4413 


BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 


ADVERTISING  SERVICES 


(P<5Sf'-/Y'V4>Te  Adyerfism^  by 

NoteAd&com 

NoteAds.com.  Inc.  is  your  source  for  the 
printirtg  and  placement  of  PosHt*  Note  ads. 

•  Proven  to  enhance  readership  and  response 
of  your  print  media  advertising. 

•  Authorized  distributor  of  3M. 

1-877-668-3231  Po«Wt 

www.noteads.com  Notn 


CIRCULATION  SERVICES 


RESOURCES  NOW.  INC. 
Circulation  Training  Programs 
31 7-881  -2642;  ResourcesNow@aol.com 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 
Telemarketing  specialists  in  circulation 
development.  Custom  programs  for 
any  size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone  (732)  738-5100, 
Fax  (732)738-5115 
E-mail  JanMont@Earthlink,com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 


38  YEARS  NEWSPAPER 
EXPERIENCE 


.Vtetro  News  Service.  Inc. 
.Nationwide  TELE.VtARKK  TING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 


The  Prepaid  Subscription  Telemarketing  Leader 
Now  Offering  Free  Test  Campaigns 
Let  Us  Show  You  The  Difference! 

Call  Andy  Orr  at  1-888-343-0470  X 106 

www.circulationservices.com 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


Aggressive,  Product  Orientated 
Outbound  Telemarketing  Solutions 

Northwest  Circulation  Sales,  Inc. 

A  Full  Business  Partner  ™ 

(877)  540-8754 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdline1@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


TELE  DIRECT  MARKETING,  INC. 
(91 2)  226-61 00,  Fax  (91 2)  226-541 4 
“newspaper  telemarketing  experts” 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 

TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  schedul¬ 
ing  &  circulation.  Fake  Brains, 

Phone  (303)791-3301 
http://www.fakebrains.com 
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HELP  WANTED 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide: 

New  or  used  drive  motors  and 
consoles  for  single  or  double  width 
presses.  Also:  Parallel  drives, 
horsepower  upgrades  or 
new  AC  Drive  Conversions. 
MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)  842-1357 
RO.  Box  1952 
Albuquerque,  NM  87103 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 

PUBLISHER  CONSULTANTS 

CRADICK  &  MINIE.  Confidential  Con¬ 
sultants  to  Publishers.  70  years  com¬ 
bined  industry  experience.  (888)  414- 
5038  or  mminie5382@aol.com 

I’lease  contact  us  for  : 
contact  rates,  display  ad  copy  specifications 
and  procedures 

- 888.835.9149 - 


HELP  WANTED 


ACCOUNTING 


CHIEF  FINANCIAL  OFFICER 
Do  you  like  a  challenge?  Are  you  a 
leader  in  innovative  approaches  and 
strategic  thinking?  Consider  joining  the 
management  teams  of  the  Rutland 
Herald  and  Times  Argus  as  they 
evolve  into  the  future  with  fresh  eyes 
and  open  minds.  In  this  newly  created 
position  of  CFO,  you  will  be  responsi¬ 
ble  for  motivating  team  members  in 
the  accounting,  billing,  collections, 
purchasing  and  accounts  receivable 
functions  to  a  high  performance  in 
every  aspect  of  their  work  at  both 
newspapers.  You  will  also  be  responsi¬ 
ble  for  developing  and  analyzing  cor¬ 
porate  financial  reports,  operational 
reports  for  department  heads,  and 
assist  with  the  creation  of  operating 
budgets. 

If  you  have  a  four-year  degree  in 
accounting  and  4  or  more  years  of 
accounting  management  experience, 
and  the  experience  includes  doing 
periodic  closes  and  filing  tax  returns, 
you  may  find  this  a  rewarding  place  to 
apply  your  skills.  You  should  be  com¬ 
fortable  working  in  a  hands-on,  team 
environment  with  managers  and  co¬ 
workers;  and,  if  mentoring  and  facilitat¬ 
ing  are  your  style,  we  want  to  hear 
from  you.  Besides  the  educational 
requirements,  you  should  possess  a 
practical  working  knowledge  of  PCs 
and  MACS  with  Windows  95, /98,  Office 
97/2000,  and  database  driven  applica¬ 
tions.  We  offer  competitive  salary, 
bonus  and  benefits.  Send  resume  by 
February  9,  2000  to: 

Robert  G.  Miller 
The  Rutland  Herald 
PO.  Box  668,  Rutland,  VT  05702-0668 
An  Equal  Opportunity  Employer 


ACADEMIC 


ACADEMIC 


FACULTY  SEARCH 
COLUMBIA  UNIVERSITY 
'  GRADUATE  SCHOOL  OF  JOURNALISM 


Applications  and  nominations  are  invited  for  the  following  senior  position  for  the 
2000-2001  academic  year: 

The  John  S.  and  James  L.  Knight  Professor  of  Business  and  Economics  Journalism 
The  John  S.  and  James  L.  Knight  Professorship  is  open  to  distinguished  business  and 
economics  journalists.  The  occupant  of  this  endowed  chair  will  teach  graduate 
courses  in  the  School  of  Journalism  and  work  in  building  links  with  Columbia's  Gradu¬ 
ate  School  of  Business  and  the  Knight-Bagehot  Fellowships  in  Economics  and  Busi¬ 
ness  Journalism.  The  Knight  Professor  is  expected  to  further  develop  the  range  and 
pertinence  of  the  School's  offerings  in  coverage  of  the  economy  and  the  business  com¬ 
munity,  to  supervise  the  work  of  students  specializing  in  this  area,  to  explore  the 
impact  of  business  and  economic  practices  on  the  society  and  political  system,  and  to 
continue  as  an  active  journalist  by  publishing  significant  work  in  this  area. 

The  Graduate  School  of  Journalism  strongly  encourages  applications  from  minorities 
and  women. 

The  Appointments  Committee  welcomes  recommendations  on  behalf  of  qualified  can¬ 
didates  at  any  time.  The  committee  will  begin  screening  applications  on  February  15, 
2000  to: 


Committee  on  Faculty  Appointments 
Graduate  School  of  Journalism 

Columbia  University 

2950  Broadway,  Mail  Code  3801 ,  New  York,  NY  1 0027 

Columbia  Univc-rsity  is  an  affirmative  action/equal  opportunity  institution 


ACCOUNTING 


CHIEF  FINANCIAL  OFFICER 
Notable  newspaper  company  seeks 
Chief  Financial  Officer  to  preside  over 
its  regional  accounting  operations  for 
multiple  weekly  and  daily  publications. 
A  team  player  attitude  and  people 
skills  are  absolute  musts  to  round  out 
financial  precision!  Beautiful  geo¬ 
graphical  location  in  Zone  2,  with  con¬ 
venient  access  to  major  cities  and 
exemplary  quality  of  life  environment. 
Competitive  salary  and  attractive  bene¬ 
fits  package,  including  401  (k),  and 
excellent  vision/dental/health  insur¬ 
ance  plan.  Send  resume  and  salary 
expectations  in  strict  confidence  to: 

Box  01165,  Editor  &  Publisher 
1515  Broadway.  1 2th  FI.  NY,  NY  1 0036 

ADMINISTRATIVE 


Growing  Alternative  Newsweekly  in  the 
Southwest  is  searching  for  a  publisher. 
We  are  searching  for  a  dynamic, 
innovative  leader  who  can  direct  the 
management,  staff  &  vision  of  the 
paper.  We  are  part  of  a  larger  group 
and  offer  the  resources  and  support 
that  will  help  you  make  this  paper 
grow.  The  market  is  growing  fast  and 
the  climate  and  city  environment  offer 
a  great  place  to  live.  We  are  looking  for 
a  talented  sales  manager  who  wants  to 
make  the  next  step  to  publisher.  If  you 
are  interested  in  learning  more  about 
this  position  please  send  a  resume 
and  cover  letter  to: 

Box  01168.  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 

ADMINISTRATIVE 


ADMINISTRATIVE 


THE  IREX  PROMEDIA  PROGRAM, 
a  USAID-funded  project,  seeks  long¬ 
term  and  short-term  consultants  for 
print  and  broadcast  media  devel¬ 
opment  programs  in  the  Balkans.  Ideal 
candidates  are  experienced  pro¬ 
fessionals  with  journalism  and/or  busi¬ 
ness  management  experience  in  print 
or  broadcast,  international  training  or 
consulting  experience,  and  ability  to 
live  and  work  in  difficult  environment. 
Send  resume  with  cover  letter  to: 

IREX 

ProMedia/Balkans 
Fax:  (202)  628-8189 
Or  E-mail:  promedia@irex.org 


PLTBUS 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


ADMINISTRATIVE 


www.rtiediainfo.com 


PUBLISHER/SALES  MANAGER 
BOSTON  AREA 

Required  for  free  weekly  to  take  advertising  publications 


W'c  rct|uirc  a  high  cnerg\.  f-\pcricncctl  Publi.sher/Sales  .Manager  for 
our  weekly  Boston  puhlieations.  We  are-  kniking  for  someone  who  is 
a  leader,  a  people  person,  a  horn  salesperson  themsehes.  can  make 
clc’als,  is  an  idea  person  and  one  who  can  implement  tho.se  ideas. 

DUTIES  INCLUDE: 

•  Direct  responsibility  for  ot  erseeing.  training,  motivating,  mentoring  and 
grow  ing  a  1 5-25  |X.t.s(  tn  sales  ft  tree. 

•  Overseeing  the  property,  the  production  ilepartment.  the  tlistribution 
department,  atiministration  and  the  entire  operation. 

•  Cirowing  the  business  by  JO'L  pert  ear. 

•  Coming  up  with  new  concepts,  itieas,  promotions  anil  implementing 
them. 

•  Reitorting  ilirectly  to  the  Presiilent. 

YOUR  EXPERIENCE  AND  BACKGROUND: 

•  \lininiuni  2-1-  years  either  as  a  \er\  successful  Puhlisher  or  Sales  .Manager 
w  ith  a  weekly  or  ilaily  publication. 

•  Must  he  energetic,  enthusiastic,  successful  anil  entrepreneurial. 

•  Must  he  computer  literate.  Internet  sawy,  anil  lie  able  to  reail  financial  state¬ 
ments. 

COMPENSATION 

We  offer  an  aboie  aierage  packiige  including  salary,  oierriiles.  Imnuses 
anil  profit  sharing  in  the  l(M)-2(K)K-(-  range  ilepeniling  on  experience  anil 
results.  Full  benefit  pack.ige,  nice  work  eniironment,  and  a  phantom 
interest  worth  SSSSS. 

To  apply  please  fax  your  resume  in  confidence  quoting: 

Job  #  BPP  1 1 1  to  (905)  454-5637 


EDITOR  &  PUBLISHER  JANUARY  24.  2000  C3 
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HELP  WANTED 


ADMINISTRATIVE 


PUBLISHER 

Outstanding  advancement  opportunity 
for  experienced  ad  director  to  join  top- 
notch  national  newspaper  group  in 
publisher's  position.  This  TN  weekly 
has  very  strong  affiliated  products  and 
is  located  less  than  30  minutes  of  a 
metro  market. 

Ideal  candidate  will  have  strong  re¬ 
venue  generating  experience,  super¬ 
visory  experience  and  strong  organiza¬ 
tional  skills.  Ability  to  work  and  lead 
independently  of  direct  daily  super  vis¬ 
ion  is  critical.  Knowledge  of  systems 
and  accounting  issues  would  be  an  out¬ 
standing  plus. 

Position  offers  competitive  salary, 
performance  bonus  and  great  benefit 
package. 

Please  forward  cover  letter  summariz¬ 
ing  why  you're  ready  to  step  up  to  the 
publisher's  position,  your  resume  and 
salary  expectations  to: 

Box  01152,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


ADVERTISING 


ASSISTANT  ACCOUNT  EXECUTIVE 
To  provide  inside  sales  and  admini¬ 
strative  support  to  account  executive 
team.  Review  ad  specifications  and 
follow  up  with  advertiser  for  any  copy 
changes  and  proof  correction.  Must 
have  excellent  communication,  admini¬ 
strative  and  organizational  skills.  Must 
be  detail  oriented.  Must  be  able  to  han¬ 
dle  multiple  tasks  on  deadline,  includ¬ 
ing  data  input,  answering  multi-line 
phones  and  general  clerical  work. 
Knowledge  of  business  a  major  plus. 
Computer  proficiency  and  service 
oriented  attitude  essential.  Send  cover 
letter  and  resume  to: 

Human  Resources 
Antelope  Valley  Press 
PO.  Box  4050,  Palmdale,  CA  93590-4050 
Or  E-mail  hr@avpress.com 
ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 


ADVERTISING 


AD  DIRECTOR/SALES  MANAGERS 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

AD  SALES  DIRECTOR 
$80-90,000-1- 

National,  agency  or  inside  sales  (retail 
or  class)  background  required,  multi 
office  management  experience  a  plus. 
Mid  size  metro  market,  with  pro  sports, 
low  cost  of  living.  Send  resume  to: 

Box  01157,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


ADVERTISING  DIRECTOR 
Suburban  Publications  is  seeking  an 
advertising  professional  to  lead  our 
retail  and  classified  departments.  Sub¬ 
urban  Publications  is  made  up  of  three 
weekly  newspapers  including  the  Sub¬ 
urban  &  Wayne  Times,  King  Of  Prussia 
Courier,  and  the  Suburban  Advertiser 
with  a  combined  circulation  of  over 
33,000,  We  are  located  in  the  heart  of 
the  Main  Line  in  the  Philadelphia  sub¬ 
urbs  and  are  seeking  an  ambitious, 
self-motivated,  and  sales  driven  candi¬ 
date  wthat  can  display  strong  lead¬ 
ership  and  communication  skills.  Re¬ 
sponsibilities  will  include  monthly  and 
yearly  forecasting.  We  offer  com¬ 
petitive  salary,  bonus  plan  and  ex¬ 
cellent  benefits  including  401  (k). 
Please  send  resume  to: 

Dianne  M.  Ryan,  Pubisher 
Suburban  Publications 
1 34  N.  Wayne  Avenue 
Wayne,  PA  19087 


CORPORATE  SALES  MANAGER 
Morris  Communications  Corporation 
has  an  Corporate  Sales  Manager  posi¬ 
tion  open  expanding  its  National  Sales 
Department. 

This  position  entails  working  with  our 
Metro,  Community  and  Shopper  pub¬ 
lications  developing  and  selling 
National  and  Retail  advertising.  Three 
to  five  years  experience  selling  ad¬ 
vertising  on  the  National  and  Regional 
level,  Bachelor's  degree  or  equivalent 
required.  Good  oral,  written  and  sales 
presentation  skills  needed. 

Position  requires  extensive  travel  and 
will  maintain  an  office  in  Augusta, 
Georgia.  Base  salary,  commission  plus 
bonus.  Qualified  individuals  should 
send  their  resume  and  salary  require¬ 
ments  to: 

A.  Mark  Smith 

Corporate  Marketing  Director 
Morris  Communications  Corporation 
RO.  Box  936 

Augusta,  GA  30903-0936 
amsmith@groupz.net 
Equal  Opportunity  Employer 


GENERAL  AD  MANAGER 
$90-100,000 

Major  metro  needs  a  leader  for  9 
person  staff.  Exceptional  daily  news¬ 
paper  in  exploding  market. 

Great  career  opportunity  for  an  ad 
sales  manager  with  national  and 
agency  experience.  Send  resume  to: 

Box  01 1 58,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


ADVERTISING 


EXCEPTIONAL 

and  immediate  career  and  income 
opportunity  to  be  advertising  director 
of  growing  family-owned  publishing 
company.  Your  sales  leadership  capa¬ 
bility  will  be  needed  to  effectively  com¬ 
bine  daily  and  weekly  joint  sales 
activities.  Classified  advertising  and 
systems  knowledge  are  strong  posi¬ 
tives.  Your  experience  must  show  con¬ 
tinued  record  of  success.  Potential 
incentives  will  drive  your  remuneration 
well  past  some  larger  circulation 
dailies.  Excellent  benefits  and  working 
conditions.  Located  in  delightful,  smaller 
Northeast  recreational  community  near 
competitive  metropolitan  area. 
References.  Send  resume  today  to: 
Hare  Associates,  Inc. 

62  Black  Walnut  Drive,  Rochester,  NY  1461 5 
Orfax  to  (716)  621-4197 


SALES  ASSISTANT 

Act  as  the  liaison  between  account 
executives  and  corporate  production 
office  providing  support  to  account 
executives  in  the  areas  of  paperwork, 
phones,  filing,  light  accounting  and 
tracking  of  sales.  Candidate  must  be 
experienced  with  personal  computer, 
good  math  aptitude,  and  attention  to 
detail.  Must  be  organized  and  have  the 
ability  to  work  independently.  Good 
communication  and  interpersonal  skills 
a  must.  Minimum  of  1  year  general  off¬ 
ice  experience  preferable  in  a  sales 
environment.  Send  cover  letter  and 
resume  to: 

Human  Resources.  Antelope  Valley  Press 
RO.  Box  4050,  Palmdale,  CA  93590-4050 
Or  E-mail  hr@avpress.com 


VP-ADVERTISING 

Our  Advertising  VP  was  promoted  to 
Publisher  at  another  of  our  newspa¬ 
pers  leaving  an  immediate  vacancy  for 
a  creative,  energetic  sales  pro  to  con¬ 
tinue  the  charge.  The  Post-Tribune  is 
part  of  the  Hollinger  International  Chi¬ 
cago  group  serving  the  northwest 
Indiana  market.  If  you  thrive  on  com¬ 
petition,  know  how  to  win  through 
originality  and  readiness,  manage 
resources  as  if  you  owned  the  busi¬ 
ness,  and  you're  ready  for  a  new 
challenge,  fax  your  resume  and  salary 
history  in  confidence  to: 

Boni  Fine,  Publisher  at  (21 9)  881-31 99 

Or  E-mail:  bfine@suntimes.com  EOE 


LIAISON  AGENCY,  a  Getty  Images 
Company,  seeks  Account  Executives 
with  2  years  sales  experience  to  sell 
and  maintain  high  profile  News  and 
Entertainment  Clients  for  its  Press 
Division.  Duties  include  client  relations, 
working  with  picture  editors,  devel¬ 
oping  new  clients  and  sales  leads. 
Must  be  aggressive,  sales  oriented 
and  able  to  work  in  a  fast  pace  environ¬ 
ment.  Position  based  in  NYC.  Liaison 
is  an  Equal  Opportunity  Employer. 
Salary/benefits  plus  commission. 

Please  send  resume  and  cover  letter  to: 
Pamela  Singh 
Fax:  (212)  779-6385 

E-mail:  pamela.singh@liaisonphoto.com 


www.boonenewspapers.com 


(T/  Place  yoiiracl  online  al  www.mediaiufo.com  (rr 


ADVERTISING 


ADVERTISING 


DIRECTOR  OF  SALES  TRAINING 
AND  DEVELOPMENT 

T^ue  to  an  internal  promotion,  Tliom.son  New.spapers,  a  leading  new.s- 
paper  organization  has  an  exciting  opening  for  the  DIRECTOR  OF 
SALES  TRAINING  AND  DEVELOPMENT.  Responsibilities  include  pro¬ 
viding  professional  selling  skill  and  sales  management  training  for  field 
anil  insiile  sales  representatives,  regional  sales  managers  and  sales  execu¬ 
tives.  In  additutn,  the  Director  of  Sales  Training  and  Development  is  also 
responsible  for  the  training  and  development  of  10  regional  sales  trainers. 

The  successful  candidate  will  have  extensive  training  experience  in 
Assessment,  Design  anti  Coortlination  training  programs  as  well  as  out¬ 
standing  communication  skills  (verbal,  written  anti  presentation.) 
Extensile  travel  is  nece.s.sari.  This  role  ret|uires  a  B.,A.  B.S.  tiegree  coupletl 
with  experience  with  training  tieielopment  for  a  sales  organization. 
New.spajXT  experience  is  preferable.  Thomson  Newspapers  offers  an  out- 
stantling  compensation  anti  benefits  package  inclutling  aOlfk),  pension, 
metlical,  vision  anti  tiental  plans.  Equal  Opportunity  Employer 
>y^homson  .Newspapers  is  a  marketing  and  communications  company 
serving  21  regional  and  national  markets  in  the  L'nited  States  anti  Can¬ 
ada.  From  newspapers  to  syntlicatetl  niche  publications  to  new  media, 
Thomson  Newspapers  meets  its  customers'  neetls  through  a  broad 
spectrum  of  print  and  electronic  products  anti  senices.  The  company 
publishes  55  tiaily  newspapers  anti  numerous  non-daily  newspapers, 
specialty  anti  advertising  publications. 

'^homson  Newspapers  is  one  of  the  main  operating  units  of  The 
■A  Thomson  Corporation,  which  is  one  of  the  world's  leatling  information 
companies,  with  interests  in  specializ.etl  information  worltiwitle  anti  in 
newspaper  publishing  in  North  .America.  TTC  has  annual  revenues  of 
more  than  S6  billion  I'S.  The  corporation's  common  shares  are  tradetl  on 
the  Toronto  and  i.ontlon  Stock  Exchanges.  For  more  information,  visit 
The  Thomson  Corporation's  internet  atldre.ss  at  www.thomson.com. 

To  submit  yt)ur  resume  anti  cover  letter  for  consitleratktn.  please  .send 
information  with  salary  requirements  to: 


Mary  DeNiro,  Vice  President  of  Advertising 
Thomson  Newspapers 
5423  Manor  Road,  Rhinelander,  WI  54501 
Mary.deniro^  thomnews.com 
_  Fax  (715)  362-9547 


C 
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HELP  WANTED 


ADVERTISING 


OUTSIDE  RETAIL  SALES 
ACCOUNT  REPRESENTATIVE 
Generate  revenue  from  sale  of  retail 
advertising  in  this  rapidly  growing  com¬ 
petitive  Southern  California  market. 
The  Antelope  Valley  is  the  place  to  be 
in  2000.  Does  the  following  criteria 
describe  you?  Dynamic,  energetic, 
sales  professional;  proven  track  record 
in  sales;  ready  for  a  new  and  exciting 
career  opportunity.  If  so,  there's  an 
opportunity  in  our  retail  advertising 
department  waiting  for  you.  We  have  a 
full-time  sales  position  for  the  right 
person  who  possesses  creativity  and 
has  excellent  organizational  skills  to 
effectively  manage  and  maximize  the 
revenue  potential.  Responsibilities 
include  continued  success  of  retail 
and  major  categories  including  ex¬ 
pansion  and  development  of  new  ad¬ 
vertising  opportunities.  Requires  de¬ 
gree  or  combination  of  education  and 
experience,  2-3  years  of  sales  with 
national,  corporate  level  or  large 
account  management  responsibilities. 
Must  be  computer  literate.  Competitive 
compensation,  including  salary  and  com¬ 
mission  and  excellent  benefits.  Send 
your  cover  letter  and  resume  to; 

Human  Resources 
The  Antelope  Valley  Press 
RO.  Box  4050.  Palmdale.  CA  93590-4050 
Or  E-mail  hr@avpress.com 

THE  LEXINGTON  HERALD-LEADER, 
a  Knight  Ridder  newspaper,  located  in 
the  heart  of  the  Bluegrass  and  home  to 
the  University  of  Kentucky,  is  looking  for 
an  automotive  advertising  supervisor  to 
lead  a  team  of  seven.  We  are  looking  for 
an  innovative  and  motivational  leader 
who  will  have  responsibility  for  auto¬ 
motive  sales,  budgeting,  planning  and 
training.  The  ideal  candidate  will  have 
supervisory  experience,  a  background  in 
auto  advertising  sales  and  be  a  high- 
energy  creative  person.  In  addition  we 
are  looking  for  a  risk-taker,  good  com¬ 
municator  and  someone  able  to  develop 
and  implement  programs  that  will  grow 
advertising  revenue  and  maintain 
customer  relationships.  If  this  sounds 
like  you  and  you're  looking  for  some¬ 
where  to  enhance  or  begin  your  advertis¬ 
ing  management  career,  with  a  com¬ 
petitive  salary  and  excellent  benefits 
package,  we  would  love  to  hear  from 
you.  Send  resume  and  salary  history  to: 

E.  Arnold,  Lexington  Herald-Leader 
100  Midland  Ave,  Lexington,  KY  40508 
Fax  to  (606)  231-3584 
Or  E-mail:  earnold@herald-leader.com 
EOE  M/F _ 


_ ART/GRAPHICS _ 

GRAPHIC  ARTIST 

The  Detroit  Free  Press  seeks  a 
motivated,  passionate  and  experi¬ 
enced  news  graphic  artist  to  produce 
compelling  and  innovative  news 
graphics  —  everything  from  daily 
graphics  to  major  projects. 

The  ideal  candidate: 

•  is  smart,  hard-working,  collaborative 
and  cool  under  pressure 

•  is  ready  to  push  boundaries  and 
take  informed  risks 

•  is  wild  about  news,  quick  to  respond 
and  has  superb  graphics  skills 

•  has  mastered  Freehand,  Illustrator, 
QuarkXPress  and  has  good  Photo¬ 
shop  skills 

THE  NUTS  AND  BOLTS:  Two  to  three 
years  daily  newspaper  experience  pre¬ 
ferred;  passion,  enthusiasm  and  expert 
organizational  skills  required.  We 
paginate  using  QuarkXPress  (with  Atex 
text  handling)  and  normally  have  Sat¬ 
urday  off.  Contact: 

Steve  Dorsey.  Design  &  Graphics  Director 
Detroit  Free  Press 

600  W.  Fort  Street,  Detroit,  Ml  48226 
E-mail:  dorsey@freepress.com 
(800)  678-6400  ext.  6792 
Fax:  (31 3)  222-5981 


SENIOR  ONLINE  DESIGNER 
Helps  to  set  and  maintain  the  look  and 
feel  of  USA  Today.com.  Creates  daily 
informational  news  graphics,  advertise¬ 
ments  and  promotional  designs  for  the 
web.  Requires  5  years  experience  as  a 
graphic  artist  or  animator;  ability  to 
work  well  under  deadline;  exceptional 
design  and  drawing  skills;  excellent 
PC  skills  with  knowledge  of  Macintosh 
graphics  software.  Must  be  able  to 
work  in  creative  team-like  atmosphere. 
We  offer  a  competitive  compensation 
and  benefits  package  that  includes  an 
onsite  fitness  center  and  401  (k).  If 
interested,  please  submit  resume  with 
salary  history  to  USA  Today,  Human 
Resources  Department  (LC),  1000 
Wilson  Blvd.  Arlington,  VA  22209. 
Resumes  can  also  be  faxed  to: 

(703)  558-3840 

Or  E-mailed  to:  jobs@usatoday.com 
Online  portfolio  a  plus 
To  learn  about  the  USA  Today  brand, 
visit  our  web  site  at: 
www.usatoday.com 
We  recognize  and  appreciate  the 
benefits  of  diversity  in  the  workplace 


GRAPHIC  ARTIST/ 
PAGINATION  COORDINATOR 
Antelope  Valley  Press  has  an  opening 
for  a  pagination  coordinator  to 
schedule  and  build  pages:  assign 
pages  to  individuals  to  be  paginated; 
oversee  pages  as  they  are  sent  to  film; 
output  ads  and  manual  paste-up. 
Knowledge  of  Macintosh  computer 
programs  and  experience  in  a  fast 
paced  work  environment  a  must. 
Send  resumes  to  AV  Press: 

PO  Box  4050,  Palmdale,  CA  93590 
Or  E-mail  to:  hr@avpress.com 


_ ART/GRAPHICS _ 

MARKETING  GRAPHIC  ARTIST 
Full  time  position  for  graphic  artist/ 
designer  in  marketing  department  for  a 
self  motivated,  organized  detail  orient¬ 
ed  individual  with  the  ability  to  meet 
deadlines.  The  graphic  designer  posi¬ 
tion  will  be  offered  to  the  best  candi¬ 
date  that  has  a  thorough  under-  stand¬ 
ing  of  QuarkXPress,  Photoshop,  and 
Illustrator  for  Macintosh.  Must  be  able 
to  meet  multiple  deadlines,  juggle  var¬ 
ious  projects  including  pagination  as 
well  as  design.  Editing  ability  and 
good  English  skills  a  plus.  Degree  or 
equivalent  working  experience  re¬ 
quired.  Send  resume  and  cover  letter 
to  Human  Resources,  Antelope  Valley 
Press,  PO.  Box  4050,  Palmdale,  CA 
93590-4050, 

Or  E-mail  hr@avpress.com 

CIRCULATION 


ASSISTANT  CIRCULATION  DIRECTOR 
The  Union  newspaper  is  looking  for  an 
experienced  circulation  professional  to 
fill  the  number  2  position  in  our  circula¬ 
tion  department.  Your  primary  respon¬ 
sibility  will  be  single  copy  sales,  but 
you'll  also  be  a  key  member  of  a  good 
management  team  charged  with  grow¬ 
ing  overall  circulation.  An  ideal 
opportunity  for  a  number  one  or  two 
person  at  a  smaller  paper  to  move  up 
to  our  (almost)  17,000  daily  in  the 
beautiful  foothills  area  of  Northern  Cali¬ 
fornia.  Send,  Fax  or  E-mail  resume  to: 

The  Union 

Attn:  Circulation  Director 
1 1 464  Sutton  Way 
Grass  Valley,  CA  95945 
Fax:  (530)  273-1864 
michellef@theunion.com 
ASSISTANT  CIRCULATION  DIRECTOR 
The  Ashland  Times-Gazette  has  an 
immediate  opening  for  an  Assistant 
Circulation  Director. 

A  12,500  Circulation  morning  daily 
paper  can  be  your  stepping  stone  to  a 
career  as  Circulation  Director.  The 
ideal  candidate  must  be  a  hands  on 
Manager  with  the  ability  to  sell  and  to 
work  with  all  aspects  of  circulation. 
Exceptional  customer  service  and  car¬ 
rier  recruiting  skills  a  must. 

Current  Circulation  Director  has  more 
than  20  years  experience  and  is  willing 
to  train  you  to  be  her  replacement 
when  she  retires.  If  you  are  looking  for 
a  career  and  like  a  challenge  you  may 
be  just  the  person  we  need. 

We  offer  Competitive  salary  and 
excellent  benefits  such  as  retirement 
and  401  (k),  excellent  health  care 
package,  bonus  program  and  more. 
Salary  commensurate  with  experience. 
Please  submit  a  cover  letter  and 
resume  with  salary  requirements  to: 

Attn:  Mary  Bryant 
The  Ashland  Times-Gazette 
40  E.  Second  Street 
Ashland,  OH  44805 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 

See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

EDITOR  &  PUBLISHER  JANUARY 


_ CIRCULATION _ 

TELEMARKETING  SALES  MANAGER 
45-50,000 -t- 

We  seek  a  top  notch  TM  Sales  Man¬ 
ager  for  Circulation  staff,  great  opport¬ 
unity  to  grow  at  a  160,000  circulation 
daily. 

If  you  experienced  and  can  motivate 
our  top  team  to  drive  new  sales  re¬ 
sults,  then  send  your  resume  to: 

Box  01161.  Editor  &  Publisher 
1515  Broadway.  12th  FI,  NY,  NY  10036 


REGIONAL  MANAGER 
Investor’s  Business  Daily,  America's 
fastest  growing  business  newspaper, 
has  a  position  available  for  a  Regional 
Manager  based  in  our  Dallas,  TX 
office.  Responsibilities  include  oversee¬ 
ing  the  production,  circulation,  distri¬ 
bution,  and  sale  of  Investor's  Business 
Daily  in  this  7  state  region.  Ideal  can¬ 
didate  will  have  proven  sales  and 
marketing  experience  along  with  the 
ability  to  manage  and  motivate  staff. 
Candidate  will  be  responsible  for 
expanding  home  delivery  markets  as 
well  as  developing  vendor  relations  at 
the  wholesale  and  retail  level. 
Bachelors  degree  required.  Com¬ 
petitive  salary  based  on  experience. 
Send  resume  and  cover  letter  to; 
Investor's  Business  Daily 
1 2655  Beatrice  Street 
Los  Angeles,  CA  90066 
Attn:  Circulation  Director 
Or  fax  to  (310)  577-7356 
Or  E-mail  dlozaibd@msn.com 
CIRCULATION  MANAGER 
Direct  Marketing  subsidiary  of  The  Col¬ 
umbus  Dispatch  seeks  a  Circulation 
Manager  for  its  saturation  TMC  ser¬ 
vice.  Current  coverage  is  980.000 
households/week  with  a  delivery  on 
Sunday  and  Wednesday. 

Requirements: 

•  Management  of  daily  newspaper 
circulation  over  60,000 

•  Supen/ision  of  district  managers 

•  Knowledge  of  computer-based  dis¬ 
tribution  systems 

•  Detailed  knowledge  of  independent 
contractor  relationships 

•  Ability  to  analyze  multiple  problems 
simultaneously,  establish  priorities, 
and  provide  quick  and  efficient  solu¬ 
tions 

•  Ability  to  communicate  at  all  levels 
of  the  organization  -  from  top  man¬ 
agement  to  independent  contractors 
to  advertisers  and  residents 

•  Experience  managing  customer  ser¬ 
vice  functions 

•  Knowledge  of  transportation  systems 
Prefer  candidate  with  5-r  years  of  daily 
circulation  experience,  college  degree, 
excellent  communication  skills,  com¬ 
puter  literate,  positive  work  ethic  and 
ability  to  lead  organizational  change. 
We  offer  exceptional  benefits  and  a  com¬ 
petitive  salary. 

Send  or  fax  resume  to: 

DCS.  Inc. 

7801  N.  Central  Drive 
Lewis  Center.  OH  43035-0262 
Attn:  HR  -  Circulation 
Fax:  (740)  548  4940 
Equal  Opportunity  Employer 
24,  2000  C5 
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VICE  PRESIDENT  OF  CIRCULATION 
Don't  even  think  about  responding  to 
this  ad,  unless  you: 

•  Are  a  highly  skilled  Circulation 
Executive  w/ho  has  succeeded  in 
tough  competitive  markets 

•  Have  major  metro  experience  but 
know  the  value  of  small-paper 
tactics 

•  Love  working  for  a  company  with  a 
great  product 

•  Enjoy  earning  a  good  salary 

•  Like  golf  and  sunshine  as  much  as 
you  like  your  job 

•  Are  a  high-energy  person  who  can 
meet  challenges  with  forward  think¬ 
ing  and  new  ideas 

•  Are  smart  enough  to  recognize  a 
good  opportunity  when  you  see  one 

•  Want  to  work  in  a  team  environment 
and  add  to  your  prestigious  career 
successes 

•  Are  absolutely  the  best  Circulation 
Executive  around! 

If  you  are  still  reading  -  let  us  tell  you 
about  our  company.  We  publish  the 
AM  Tribune  (daily/Sunday)  in  the  East 
Valley  and  the  Scottsdale  markets  of 
metropolitan  Phoenix,  Arizona.  Our 
circulation  is  100,000-1-  and  we  have 
home  delivery,  SCS  and  an  in-house 
telesales  department. 

We  are  a  growing  and  dynamic  com¬ 
pany  that  offers  employees  a  wide 
range  of  benefits  and  a  competitive 
salary  to  the  right  candidate.  If  you 
meet  the  above  criteria  and  are 
interested  in  working  for  The  Tribune, 
send  your  cover  letter  and  resume  to: 

The  Tribune 

Karen  Bulissa  PHR,  Human  Resources 
120  W,  First  Avenue,  Mesa,  AZ  85210 
Deadline:  Monday,  January  31 , 2000 

CIRCULATION  FIELD  SALES  MANAGER 
The  Press  of  Atlantic  City  has  an 
immediate  opening  for  a  sales  minded 
person  to  manage  the  field  sales  oper¬ 
ation  of  the  circulation  department.  The 
person  will  supervise  the  kiosk  and 
crew  operations  and  will  create  and 
execute  all  carrier  and  district  manager 
sales  contests.  We  are  looking  for 
someone  with  experience  with  Excel 
and  MS  Word.  A  minimum  of  two  years 
related  sales  experience  is  required  as 
is  a  general  knowledge  of  circulation 
functions.  Reply  in  confidence  with 
salary  requirements  to  Joel  Kopke: 

The  Press  of  Atlantic  City, 

1 000  W.  Washington  Ave. 
Pleasantville,  NJ  08232 
E-mail  Kopke@PressPlus.com 

CIRCULATION  SALES  AND 
PROMOTIONS  MANAGER 
Midwest  PM  daily  seeks  individual  with 
circulation  sales  experience.  You'll 
work  with  our  district  managers,  car¬ 
riers  and  drivers  to  grow  our  home 
delivery  as  well  as  single-copy. 
Excellent  opportunity.  Good  starting 
pay  plus  bonus  plan.  Competitive 
benefits  package.  Apply  to: 

J.  McCullough,  NewsTribune, 

426  Second  Street,  LaSalle,  IL61301 

C  6  EDITOR  a  PUBLISHE 


NEWSPAPER  SALES  DIRECTOR 
for  major  daily  newspaper  in  Boca 
Raton.  Candidate  must  be  able  to  grow 
both  home  delivery  and  single  copy 
circulation  and  have  extensive  knowl¬ 
edge  of  consumer  marketing  and  pro¬ 
ject  management.  Strong  written  and 
verbal  communication  skills  required. 
Must  be  able  to  manage  multiple  pro¬ 
jects  in  a  fast  paced  environment. 
Excellent  salary  and  bonus. 

Fax  resume  Attn.  Jan:  561-893-6674 

DISTRICT  MANAGER 
America’s  fastest  growing  newspaper 
needs  motivated  take  charge  individu¬ 
als  to  be  district  managers.  Denver  is  a 
very  exciting  and  highly  competitive 
market.  If  you  have  been  looking  for  an 
opportunity  to  excel  this  is  it. 

District  managers  are  responsible  for 
the  day  to  day  district  operation  includ¬ 
ing  recruitment,  training,  and  contract¬ 
ing  independent  carriers.  Successful 
candidate  must  have  one  to  three 
years  management  experience, 
demonstrate  the  ability  to  adapt  to  a 
changing  market,  strong  communica¬ 
tion  and  interpersonal  skills,  a  passion 
for  excellence  and  a  stronger  desire  to 
advance  within  the  newspaper. 

If  you  can  meet  these  requirements  and 
are  ready  to  join  a  company  that  offers 
excellent  salary,  34-45K  plus  incentive, 
401  (k),  stock  plan  and  comprehensive 
benefit  package,  please  submit  your 
resume  and  salary  history  to: 

Denver  Rocky  Mountain  News 
Human  Resources  Department 
400  W.  Colfax  Avenue 
Denver,  CO  80204 
E-mail:  uribec@denver-rmn.com 


SINGLE  COPY 
MANAGER 

THE  JOURNAL  GAZETTE 
The  Journal  Gazette,  a  northeast  Indi¬ 
ana  daily  newspaper,  is  seeking  a 
Single  Copy  Manager.  Duties  include 
the  development  of  promotional  con¬ 
cepts  to  increase  single  copy  sales, 
supervision  of  approximately  20  inde¬ 
pendent  distributors  in  surrounding 
counties  and  working  with  city  retail 
accounts  to  obtain  maximum  level  of 
sales.  The  candidate  will  also  support 
regional  and  city  single  copy  man- 
ager(s)  as  needed. 

The  ideal  candidate  must  possess 
mathematical  and  interpersonal  skills. 
Have  strong  written  and  oral  communi¬ 
cation  skills  to  communicate  effectively 
with  retailers  and  distributors.  Valid 
driver's  license,  dependable  automobile 
and  automobile  insurance  required. 
Three  to  five  years  circulation  experi¬ 
ence  preferred.  College  degree  pre¬ 
ferred  or  equivalent  experience. 
Competitive  salary  and  excellent  bene¬ 
fits  offered.  Please  send  resume  includ¬ 
ing  salary  history  to: 

Human  Resources 
Fort  Wayne  Newspapers 
600  West  Main  Street 
Fort  Wayne,  IN  46802 
Fax  (219)  461-8749 
Equal  Opportunity  Employer 


SINGLE  COPY  SALES  MANAGER 
We  are  looking  for  a  Single  Copy 
Sales  Manager  who  can  make  sales 
sizzle  in  the  hottest  market  around!  If 
you  are  a  driven  circulation  pro¬ 
fessional  who  loves  the  challenge  of  a 
tough  competitive  market  as  well  as 
the  awesome  weather  in  Mesa,  Ari¬ 
zona  then  you  need  to  apply  for  our 
position. 

At  the  Tribune  you  have  a  great 
opportunity  to  be  innovative,  develop 
new  strategies  and  burn  a  new  trail  in 
Single  Copy  Sales.  We  have  a  great 
team  and  we  re  looking  for  a  manager 
with  excellent  leadership  skills  and  can 
take  charge  in  this  market. 

We  offer  a  competitive  salary  and  out¬ 
standing  benefits.  If  you  are  up  to  the 
challenge  of  this  position,  send  your 
cover  letter  and  resume  to: 

Tribune  Newspapers 
Karen  Bulissa,  PHR  -  Human  Resources 
1 20  West  First  Avenue,  Mesa,  AZ  85210 
E-mail:  Karen.Bulissa@ThomNews.com 
Fax:  (480)  898-6401 
SINGLE  COPY  MANAGER 
The  Gazette  is  seeking  a  qualified, 
innovative  candidate  for  Single  Copy 
Manager.  Responsible  for  increasing 
single  copy  sales  throughout  our 
Southern  Colorado  market  through 
innovative  promotional  and  marketing 
concepts,  merchandiser  and  dealer 
relationships,  and  the  ability  to  direct, 
train,  and  motivate  associates  and 
independent  contract  carriers.  All  can¬ 
didates  must  have  2  to  3  years  single 
copy  experience.  3  to  5  years  circula¬ 
tion  experience  preferred.  The  ideal 
candidate  will  have  strong  written,  oral, 
and  interpersonal  communication  skills, 
is  computer  literate,  and  possess  a 
strong  understanding  of  marketing,  pro¬ 
motion,  and  sales.  Excellent  benefits 
package.  Apply  to: 

The  Gazette 
Human  Resources 
30  S.  Prospect  Street 
Colorado  Springs,  CO  80903 
Or  fax  your  resume  to  (71 9)  636-01 61 
CIRCULATION  DIRECTOR 
Zone  1,  6-day  community  daily  seeks 
an  energetic  hands-on  leader  to 
oversee  its  home  delivery,  single  copy 
and  NIE  efforts.  Opportunity  to  enter  a 
rapidly  expanding  public  company 
with  enormous  growth  potential.  Ex¬ 
cellent  salary  and  benefits.  Experi¬ 
enced  applicants  reply  with  resume 
and  salary  history  to: 

Box  01 1 54,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 

COMMUNICATIONS 

COMMUNICATIONS:  Associate  Director 
for  the  Baltimore-Washington  area  of 
United  Methodist  Church  with  focus  on 
stewardship  and  benevolence  interpreta¬ 
tion.  Must  know  and  love  the  United  Meth 
odist  Church.  Strong  journalism  and  edit¬ 
ing  skills;  team  work.  Clergy  or  laity. 
Resumes,  five  writing  samples  to: 

Dean  Snyder 

Baltimore-Washington  Conference 
9720  Patuxent  Woods  Drive,  Suite  1 00 
Columbia,  MD  21 046  by  March  1 5 


EDITOR  a  PUBLISHER  '  JANUARY  24,  2000 


25,000  CIRCULATION  paper  in  central 
Indiana  needs  business  writer,  reporters. 
Resume  to  ME  Dan  McCaleb: 

300  N.  Union,  Kokomo,  IN  46904 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


ASSISTANT  LIFE  EDITOR 
Individual  wanted  to  assist  in  day-to- 
day  operations  of  USATODAY.com 
Life’s  section.  Successful  candidate 
must  have  five-to-seven  years’  journal¬ 
ism  experience,  preferably  in  features. 
At  least  two  years  of  online  experience 
preferred.  Strong  knowledge  of  enter¬ 
tainment  industry  and  some  knowl¬ 
edge  of  travel  and  health  industries  is 
a  must.  Candidate  must  also  have 
knowledge  of  and  comfort  with  the 
Internet,  Internet  publishing  and  com¬ 
munity  tools.  Job  requires  the  ability  to 
work  closely  with  others  and  guide 
staff  of  content  developers  in  a  fast- 
paced  environment.  Must  have  good 
copy  editing  and  rewrite  skills. 
Bachelor’s  degree  required.  Nights 
and  weekend  hours  may  be  required. 

We  offer  a  competitive  compensation 
and  benefits  package  which  includes 
an  on  site  fitness  center  and  401  (k).  If 
interested,  please  submit  resume  with 
salary  history  to  USA  TODAY)  Human 
Resources  Department  (LC),  1000 
Wilson  Blvd,  Arlington  Virginia  22229. 
Resumes  can  also  be  faxed  to: 

(703)  558-3840 

Or  E-mailed  tojobs@usatoday.com. 

To  learn  more  about  the  USA  TODAY 
brand,  visit  our  website  at 
www.usatoday.com 
We  recognize  and  appreciate  the 

benefits  of  diversity  in  the  workplace 

ASSISTANT  METRO  EDITOR 
Lead  education,  diversity  and  religion 
coverage  at  one  of  America’s  most 
interesting  news  towns. 

The  Detroit  Free  Press  is  looking  for  a 
coaching  editor  for  four  education 
reporters  who  cover  Detroit  schools, 
suburban  schools,  higher  education 
and  educational  issues.  You’ll  also 
work  with  our  religion  reporter  and  one 
of  our  diversity  reporters. 

You’ll  be  asked  to  break  news,  come 
up  with  a  steady  stream  of  short-term, 
high-impact  enterprise  stories,  intro¬ 
duce  us  to  fascinating  people  and  help 
us  better  plan  coverage. 

And  we’ll  push  you  to  commit  public- 
service  journalism,  expose  ineptitude 
and  corruption,  show  taxpayers  how 
their  money  is  being  spent  and  stand 
up  for  the  vulnerable.  Contact: 

Joe  Grimm 

Recruiting  &  Development  Editor 
Detroit  Free  Press 

600  West  Fort  Street,  Detroit,  Ml  48226 
E-mail:  grimm@freepress.com 
(800)  678-6400  ext.  6490 
Fax:  (313)  222-5981 

u/wu/mpHiAinfnrom 
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HELP  WANTED 


EDITORIAL 


ASSOCIATE  AF1TS  AND 
ENTERTAINMENT  EDITOR 
The  Advocate  magazine  is  seeking  an 
Associate  Editor  with  at  least  3  years  in 
magazine  publication  and  entertain¬ 
ment  contacts,  particularly  music,  TV, 
pop  culture  and  gay  and  lesbian  pro¬ 
jects.  Aggressive,  well-connected  and 
excellent  line  editor  and  writer.  Must 
be  in  Los  Angeles. 

Fax  to  FIR  Director:  (323)  957-0643 
Or  E-mail  jobs@libpubinc.com 
No  calls,  please 

ASSOCIATE  EDITOR 
Consumer  magazine  for  dog  enthus¬ 
iasts,  based  in  Southern  California, 
seeks  a  creative,  high-energy  associate 
editor  to  coach  writers  and  help  pro¬ 
duce  the  No,  1  magazine  in  its  field. 
Must  have  a  love  of  language  and  five 
years'  editing  experience  in  newspapers 
or  magazines.  Dog  ownership  a  plus. 
Please  send  resume,  cover  letter,  salary 
history  and  work  samples  to: 

Fancy  Publications  (Dept  BL) 

PO.  Box  6050,  Mission  Viejo,  CA  92690 

Or  fax  (949)  855-0950 
EOE 

ASSOCIATE  EDITOR 
A  growing  healthcare  publication  is 
looking  for  a  talented,  energetic  Asso¬ 
ciate  Editor  for  it’s  Sunnyvale  location. 
You  qualifications  should  include  a 
degree  in  English,  Journalism  or  re¬ 
lated  field.  Work  experience  in  a  dead¬ 
line  environment,  knowledge  of  the 
healthcare  industry  and  experience 
with  on-line  magazine  publishing  a 
plus.  Computer  literate,  enjoy  working 
with  a  team  of  talented  professionals. 
NurseWeek  offers  a  competitive  salary 
and  benefits  package,  including  401  (k) 
plan  and  tuition  reimbursement  pro¬ 
gram,  Interested  candidates  should 
mail  their  resumes  to; 

Nurseweek  Publishing,  Inc.,  Attn,  HR 
1 156-C  Aster  Ave.  Sunnyvale.  CA  94086 
Fax  (408)  249-0322 
E-mail  sarahc@nurseweek.com 


ASSOCIATE/MANAGING  EDITOR 
National,  high-quality  Englisn  riding 
magazine  (80,000  monthly)  needs 
experienced,  versatile  journalist  for 
rewrite,  top-edit,  and  production  track¬ 
ing.  If  you  have  first-hand  equine 
knowledge,  excellent  grammar,  and  a 
demonstrated  ability  to  reorganize  and 
tighten  copy  in  a  lively  style,  come  join 
our  small,  enthusiastic  staff  in  charm¬ 
ing  Chester  County,  PA  (45  minutes 
Philadelphia).  Desktop  publishing 
skills  a  plus.  Excellent  salary,  benefits, 
401  (k).  Send  resume,  clips,  and  salary 
requirements  to: 

The  Editor 
Practical  Horseman 
1288  Doe  Run  Road,  Coatesville.  PA  19320 
Fax:  (610)  380-8304 
E-mail:  prachorse@aol.com 


REPORTERS 

Small  Central  Florida  daily  seeks 
reporter  and  features  writer. 

Call  executive  editor  at  (941 )  294-7731 

www.mediainfo.com 


AWARD  WINNING  NEWSPAPER 

THE  LAURENS  COUNTY 
ADVERTISER 
Now  has  an  opening  for 

4  EDITOR  4 

.Mac  experience  (QuarkXPres.s, 
Photo.shop,  etc.)  big  plu.s.  Nice 
working  conilition.s  and  above 
average  pa\’  com men.su rate  with 
experience.  Send  resume  to: 

Marc  Brown 
Advertiser  Printing  Co. 
P.O.  Box  490 
Laurens,  SC  29360 
(864)  984-2586 
Advertiser^  backroads.net 


COPY  EDITOR  tor  80-1 OOK  daily  in 
wealthy  auto  administration  suburbs  of 
Detroit.  Must  have  3  years  on  QuarkX¬ 
Press-paginated  newspaper  copy  desk. 
Send  resume,  letter  to: 

Kathy  Gay.  news  editor.  The  Oakland  Press 
48  West  Huron,  Pontiac,  Ml  48342 


SPORTS  EDITOR 

The  Santa  Cruz  County  Sentinel  is  look¬ 
ing  for  a  do-it-all  sports  editor  to 
supervise  a  five-person  section  and  cor¬ 
respondents.  The  ideal  candidate  should 
have  at  least  five  total  years  experience 
as  a  sportswriter  and  editor  and  have  up- 
to-date  page  production  skills.  He  or  she 
should  have  a  proven  track  record  of 
managing  a  staff,  establishing  beats, 
balancing  coverage  needs  and  re¬ 
sources,  bringing  out  the  best  in 
reporters'  work  and  working  with  photo¬ 
graphers  to  ensure  the  best  display  of  vis¬ 
ual  elements.  Coverage  area  includes  a 
university,  community  college  and  some 
pro  sports,  in  addition  to  high  schools 
and  recreation.  Women’s  sports,  surfing, 
soccer  and  sailing  are  all  important  to 
our  readership  and  to  the  paper.  The 
Sentinel  is  a  28,000  daily  owned  by  Dow 
Jones/Ottaway.  All  that  and  we  re  located 
80  miles  south  of  San  Francisco  on  the 
splendid  Monterey  Bay.  Please  reply  by 
written  word  or  E-mail  with  a  cover  letter 
and  resume  to: 

Managing  Editor  Don  Miller 
PO.  Box  638,  Santa  Cruz,  CA  95061 
Or  dmiller@santacruz.com 
No  phone  calls,  please 


BUSINESS  EDITOR  IN  L.A. 

The  Daily  News  of  Los  Angeles  seeks 
an  experienced  business  editor  to 
oversee  its  business  coverage  and 
staff.  Ideal  candidate  has  news  and 
business  editing  and  reporting  experi¬ 
ence.  We  cover  the  business  of  Holly¬ 
wood  as  well  as  the  fast-growing  high 
tech  and  bio  tech  worlds  in  suburban 
L.A.  This  position  is  available  because 
of  a  promotion.  Letter,  resume  and 
samples  of  your  work  to: 

Recruitment  Editor,  Daily  News 
RO.  Box  4200 

Woodland  Hills,  CA  91365-4200 


BUSINESS  REPORTER 
We  re  a  smallish  paper  offering  a  big- 
time  reporting  opportunity.  We  need  a 
smart,  energetic  reporter  to  cover 
Kellogg  Company  and  provide  local  busi¬ 
ness  coverage.  When  you  live  in  the 
Cereal  City,  it  doesn't  get  any  better  than 
writing  about  our  only  Fortune  500  com¬ 
pany.  2-3  years  experience  required; 
business  experience  a  plus.  If  you'd  like 
to  work  at  one  of  Gannetfs  Most  Improv¬ 
ed  Newspapers,  send  resume,  samples  to: 

Mark  Land.  Executive  Editor 
Battle  Creek  Enquirer 
1 55  W.  Van  Buren  Street 
Battle  Creek.  Ml  49017 


NewTuites 


IDWEST 


New  Times  has  added  three  Midwestern 
cities  to  its  group  of  award-winning, 
magazine-style  newsweekJies.  Our 
papers  publish  hard-hitting  news  stories, 
engaging  features  and  provocative 
music  and  arts  coverage  in  eleven 
cities  coast  to  coast. 


Now  we'd  like  to  increase  the  staffs  at 
our  newest  papers  in  St.  Louis,  Cleveland  and 
Kansas  City.  We  are  looking  for  writers  and 
editors  who  can  craft  compelling  narratives,  analyze 
complex  subjects  and  put  a  city's  news  in  perspective. 


New  Times  offers  competitive  salaries  and  benefits. 


Andy  Van  De  Voorde 
Executive  Associate  Editor 

Interested  candidates  should  send  cover  letter,  resume  and  clips  to:  New  Times,  Inc. 

"  ^  RO.  Box  5970,  Denver,  CO  80217 
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HELP  WANTED 


EDITORIAL 


BUSINESS  REPORTER 
Illinois’  best  mid-sized  newspaper,  The 
Beacon  News,  is  looking  for  a 
journalist  who  can  provide  clarity  and 
context  to  business  and  consumer 
stories.  We  prefer  someone  with  daily 
newspaper  experience  or  a  recent 
graduate  who  has  had  internships. 
Applicants  should  send  a  resume,  five 
clips  and  a  cover  letter  to: 

Beacon  News 

101  S.  River  Street.  Aurora,  IL  60506 


BUSINESS  REPORTER:  The  award- 
winning  Los  Angeles  Business  Journal 
seeks  high-energy  reporter  looking  to 
break  news.  Applicants  should  have  1-3 
years  of  experience,  business  journalism 
and/or  daily  newspapers  a  plus. 

Please  send  resume/clips  to: 

Mark  Lacter,  editor 
Los  Angeles  Business  Journal 
5700  Wilshire  Blvd..  #1 70,  Los  Angeles  CA  90036 

CLASSICAL  MUSIC  AND  DANCE 
The  Winston-Salem  Journal  is  seeking 
an  arts  journalist  to  write  about  classical 
music  and  dance.  Applicants  must  have 
5  years  of  newspaper  experience,  a 
Bachelor’s  degree  and  sound  knowl¬ 
edge  of  classical  music  and  dance. 
Experience  writing  about  theater  also 
helpful.  If  you  are  an  energetic  team 
player  who  can  write  with  verve  and 
clarity  about  complex  subjects,  send  a 
letter  telling  how  you  approach  arts 
journalism,  a  resume  and  6  clips  to: 

Lynn  Felder,  features  editor 
PC.  Box  31 59,  Winston-Salem,  NC27102 


EDITORIAL 


CALIFORNIA  DREAMING 
The  Victonrille  Daily  Press,  a  35,000  AM 
daily  in  the  heart  of  one  of  the  fastest 
growing  and  most  attractive  areas  in  the 
state,  is  looking  for  new  staff  members 
to  help  set  the  pace.  We  are  seeking  3 
reporters;  1  sports  writer;  1  copy  editor; 
and  1  editor  for  an  affiliated  weekly. 
Applicants  should  have  some  experi¬ 
ence,  but  top-notch,  recent  graduates 
will  also  be  considered.  We  offer  com¬ 
petitive  pay  and  benefits,  a  supportive 
working  environment,  and  plenty  of  sun¬ 
shine  in  the  High  Desert.  We  are  close 
enough,  yet  comfortably  distant  from 
Las  Vegas,  Los  Angles  and  San  Diego. 
Send  resume,  clips  and  references  to: 

Richard  Wagner,  executive  editor 
Daily  Press,  PO.  Box  1389, 
Victorville,  CA  92393-1 389 


CLICK!  online  magazine  wants  sharp 
reporters  on  a  wide  range  of  lifestyle  and 
health  topics.  Work  with  newspaper- 
experienced  staff  on  enterprise  and 
trend  stories.  Required:  3-5  years  news 
experience;  Web  savvy;  engaging,  lucid 
style;  must  relocate  to  Delaware.  Health 
writing  experience  preferred. 

dale@epotec.com 

ILLINOIS'  BEST  small  daily  has  2 
immediate  openings:  sports  reporter, 
and  police-courts-county  government 
reporter.  A  Copley  newspaper,  we 
have  top  benefits,  opportunity.  Ask  for 
Jeff  Nelson  at  1  -800-747-5462 
Or  E-mail  at: 

Jeff.nelson@lincolncourier.com 


EDITORIAL 


CAPE  COD  EDITOR 


Editor  in  chief  needed  for  the  Cape 
CiKlnewspapergroup  owned  by  Com¬ 
munity  New.spaper  Company.  .Must 
have  at  least  10  years  experience  in 
journalism  including  reporting,  edit¬ 
ing  anti  management.  Knowletlge  of 
Cape  Cod  or  experience  covering 
coastal  communities  es.sential.  Job 
involves  editorial  oversight  of  the 
Cape  Codder  and  three  weeklies 
including  editorial  writing,  story 
planning  anti  mentoring  of  .staff 
Send  a  resume  with  clips  to: 

Vicki  Ogden 

Community  Newspaper  Company 
RO.  Box  39 
Orieans,  MA  02653 
E-mail:  vogden@cnc.com 

We  offer  a  comprehensive  benefit 
package  including  health,  dental  and 
401  (k).  Community  Newspaper  Com¬ 
pany  is  an  EOE 


CONSCIENTIOUS  REPORTER 
capable  of  producing  clean,  crisp  copy 
and  quality  photographs  for  fast¬ 
growing  weekly.  Position  offers  solid 
assignments  on  major  issues  in  rapidly 
developing  Caribbean  island.  Ideal  for 
serious,  career-oriented  journalist. 
Salary  $285/week.  Resume,  clips  to: 

Box  01128,  Editor  &  Publisher 
1 51 5  Broadway,  1 2th  FI.  NY,  NY  1 0036 


COPY  DESK 

The  Times  Record  News  in  Wichita 
Falls,  Texas,  has  openings  for  an  assis¬ 
tant  news  editor  (3-5  years  experience) 
and  copy  editor  (1-2  years  experience). 
Design  and  QuarkXPress  skills  a  plus. 
Send  resumes  to  Bruce  Smith,  news 
editor,  at  Smithb@wtr.com  or  to: 

1301  Lamar,  Wichita  Falls,  TX  76301 


COPY  EDITOR/PAGE  DESIGNER 
The  Californian,  a  mid-sized  daily 
located  on  the  Central  Coast  of  Cali¬ 
fornia,  is  seeking  two  copy  editors/ 
page  designers,  one  for  our  news 
department  and  another  in  the  sports 
department.  Candidates  must  be  famil¬ 
iar  with  QuarkXPress,  be  able  to  write 
killer  headlines  and  cutlines  and 
possess  the  desire  to  learn  and  grow 
with  a  top  notch  staff.  Send  cover  let¬ 
ter,  clips  and  references  to: 

Julie  Copeland,  The  Californian, 

1 23  W.  Alisal  Street,  Salinas,  C  93901 . 

E-mail  jcope@salinas.gannett.com 


COPY  EDITOR 

Experienced  copy  editor  will  set  style, 
close  pages  and  lead  the  copy  team  in  a 
fast-paced,  highly  respected  personal- 
finance  magazine.  QuarkXPress  profi¬ 
ciency  a  plus.  Must  have  worked  as  a 
copy  editor  at  a  newspaper  or  magazine 
or  similar  environment.  Evening  hours 
required  during  the  closing  weeks  every 
month.  Send  resume  to: 

Brenda  Clark 
Fax  (917)  369-8339 
Email:  brclark@bloomberg.net 


EDITORIAL 


CHANGE  WITH  THE  TIMES 
The  year  2000  will  bring  big  changes 
to  The  Seattle  Times  as  we  convert  to 
morning  publication  and  the  CCI 
system.  We  re  looking  for  editors  to 
join  us  in  this  challenging  time. 

The  Times  seeks  a  production  editor 
to  help  get  the  news  right  and  get  it 
out  on  time.  This  editor  will  serve  as 
traffic  cop,  production  liaison  and  last 
line  of  defense  as  the  newsroom  con¬ 
verts  to  morning  production  and  then 
to  full  CCI  pagination  from  an  Atex 
publishing  system.  It’s  a  pivotal  role  at 
the  newspaper  and  an  excellent 
opportunity  for  a  big-picture  editor  who 
yearns  to  operate  at  the  center  of  the 
action. 

Five  years  of  copy  editing  are  a  must; 
expertise  in  pagination  or  other  com¬ 
puterized  layout  methods  are  a  plus. 
The  ideal  candidate  is  a  superior  com¬ 
municator,  is  relentless  in  the  pursuit 
of  accuracy  and  fearlessly  makes  key 
decisions  under  pressure. 

And  we  are  always  looking  for  talented 
copy-editing  and  design  candidates. 
Applicants  must  have  strong  word¬ 
editing  and  headline-writing  skills,  as 
demonstrated  on  an  editing  test. 

We  seek  designers  with  a  flair  for 
attractive  designs  and  the  sophis¬ 
ticated  use  of  photos,  fonts  and 
graphic  elements.  Pagination  a  plus. 
Minimum  of  five  years  of  editing  or 
layout  experience  on  a  major  daily 
newspaper  required. 

Opportunities  also  exist  to  gain  Seattle 
Times  experience  through  13-month 
temporary  copy-editing  positions  to 
support  existing  staff  through  training 
and  conversion  to  the  CCI  front-end 
production  system.  At  least  one  year 
of  daily  editing  experience  required. 
Three-year  editing  internships  also  are 
available.  This  career-development 
program  includes  rotations  on  several 
desks.  Interns  receive  a  development 
plan,  a  mentor,  and  job-placement 
help  afterward.  Editing  experience  is 
required,  either  through  previous 
metro  internships,  work  on  small 
dailies  or  the  equivalent. 

To  apply,  send  cover  letter,  resume 
and  work  samples  to  Karen  Cater, 
chief  of  copy  desks.  The  Seattle 
Times,  PO.  Box  70,  Seattle,  WA 
981 11  No  calls,  please.  Only  finalists 
will  be  contacted. 


COPY  EDITOR 

The  Herald-Mail  Company,  the  win- 
ningest  paper  in  the  Maryland- 
Delaware-DC  Press  Association  editor¬ 
ial  contest  over  the  past  decade,  is 
seeking  an  experienced  copy  editor. 
The  individual  we  seek  will  deal 
primarily  with  the  Hagerstown/Wash¬ 
ington  County  page,  working  a  4  p.m. 
to  1  a.m,  shift  Monday  through  Friday. 
Excellent  salary  and  benefit  package. 
Interested  candidates  should  send 
resume  to: 

Personnel  Director 
The  Herald-Mail  Company 
1 00  Summit  Avenue 
Hagerstown.  MD21740 


EDITORIAL 


EDITORIAL 


looking  for  "n  San  Francisco 

associate  editor 

for  its  news  and  entertainment  weekly  in 
San  Francisco.  We  want  an  editor  who  has 
a  fine  touch  with  copy,  a  firm  grasp  of  the 
magazine  style,  and  the  self-confidence  needed 
to  work  comfortably  with  a  staff  of  writers 
who  routinely  win  major  national  journalism 
awards.  The  ideal  candidate  for  this  position 
will  have  at  least  five  years  of  experience  at 
major  newspapers  and/or  magazines,  the 
demonstrated  ability  to  deal  with  lengthy  news 
and  feature  articles,  and  the  desire  to  edit  and 
write  to  the  highest  standards. 

Applicants  should  send  a  short,  arresting 
cover  letter,  a  one-page  resume,  and  a 
representative  set  of  writing  and  editing  clips  to: 

John  Mecklin 
Editor 
SF  Weekly 

185  Berry,  Lobby  4,  Suite  3800 
San  Francisco,  CA  94107 

To  learn  more  about  New  Times,  visit  our  website  at  wvTO/.newtimes.com. 
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HELP  WANTED 
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COPY  EDITOR 

The  Town  Talk  in  Alexandria,  Louisiana 
seeks  a  copy  editor  to  edit  and/or 
rewrite  local  news  copy  and  to  assist 
in  collating  materials  prepared  for  daily 
editions.  Afternoons  and  evenings, 
Monday  through  Friday.  College 
degree  in  journalism,  English,  or 
related  field.  Two  to  five  years  daily 
newspaper  experience  or  in  writing/ 
editing  of  other  publications.  Send 
resume  with  cover  letter  to; 

Joy  L.  Williford 
The  Town  Talk 

RO.  Box  7558,  Alexandria,  LA  71 306 
E-mail:  personnel@thetowntalk.com 


COPY  EDITOR 

The  Newport  Daily  News  seeks  a  copy 
editor  with  strong  page  design  skills  to 
join  a  talented  six-person  editing  team. 
We  re  looking  for  someone  to  improve 
local  and  wire  copy,  write  sparkling 
headlines,  design  sections  fronts  and 
inside  pages  and  know  or  be  prepared 
to  learn  how  to  handle  the  slot.  Pagina¬ 
tion  experience  and  knowlege  of 
Quark  important.  Newport  is  a  world- 
class  small  city,  known  for  its  jazz  fes¬ 
tivals,  sailing,  history,  museums.  Navy 
base  and  tourism.  We  are  proud  of  our 
record  of  excellence  serving  this  com¬ 
munity.  You'll  be  proud  to  be  part  of 
this  staff.  Tell  us  about  yourself  and 
send  a  few  samples  of  your  best 
designed  news  and  feature  pages  to: 

Harvey  Peters,  news  editor 
The  Newport  Daily  News 
101  Malbone  Road,  Newport,  Rl  02840 
No  phone  calls  please 

COPY  EDITOR 

The  York  Daily  Record,  a  43,500- 
circulation  AM  consistently  voted  the 
best  paper  its  size  in  Pennsylvania, 
needs  a  talented  page  designer  and 
copy  editor  to  join  our  staff  in  York 
County,  a  scenic,  fast-growing  area 
between  Baltimore  and  Harrisburg. 
Our  newsroom  values  the  needs  of  the 
copy  desk  and  fosters  good  rela¬ 
tionships  between  editors  and  reporters. 
It  a  competitive,  two-paper  market 
excites  you  and  professional  devel¬ 
opment  drives  you,  send  resume, 
tearsheetsto: 

News  Editor,  York  Daily  Record 
RO.  Box  1 51 22,  York,  PA  1 7405 
Check  us  out  at  www.ydr.com  EOE 


DESIGN  EDITOR:  Design,  QuarkX¬ 
Press  and/or  Baseview  system  experi¬ 
ence  a  bonus,  but  not  required.  The 
Vindicator  is  a  7-day  PM  (Sat  &  Sun 
AM)  between  Cleveland  and  Pit¬ 
tsburgh.  Our  9-member  desk  designs 
AND  paginates  a  wide  range  of  pages, 
outside  fronts,  inside  fronts,  regular 
pages,  features,  sports  and  news.  Good 
copy  editing  skills  are  a  plus.  Send 
resume,  samples  and  references  to: 

Mike  Braun,  Design  Desk  Chief 
The  Vindicator 
1 07  Vindicator  Square 
Youngstown,  OH  44503 
For  info.  E-mail  bronzer@aol.com 


EDITORIAL 


CREATIVE  JOURNALISTS  WANTED 
The  Tribune-Democrat,  an  aggressive, 
mid-sized  Western  Pennsylvania  daily, 
has  the  following  openings; 

•  News  Editor;  We’re  seeking  some¬ 
one  who  can  get  the  paper  out  and 
supervise  our  talented  copy  desk. 
Must  have  a  thorough  command  of 
AP  style  and  the  ability  to  write 
headlines  that  sing. 

•  Reporter:  Experienced,  enterprising 
reporter  with  clear,  crisp  writing  style 
to  cover  several  interesting  sub¬ 
urban-rural  communities  as  well  as 
occasional  assignments  at  the  state 
capital. 

Send  cover  letter,  resume  and  writing/ 
editing  samples  to: 

Human  Resources  Department 
The  Tribune-Democrat,  425  Locust  St. 

Johnstown,  PA  15907-0340 

DESKTOP  PUBLISHER 
needed  to  assume  all  production  duties, 
including  page  design  and  layout, 
pagination  and  ads  design  on  small 
Caribbean  Weekly,  Mac  savvy  a  must, 
journalism  training  an  asset.  Salary  $285 
a  week.  Rush  resume,  portfolio  to; 

Box  01127,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 

E-COMMERCE  WRITERS 
High  Point,  NC 

Utilize  your  solid  background  in  writing 
about  E-commerce,  including  busi- 
ness-to-business,  business-to-con- 
sumer,  and  support  services,  A  mini¬ 
mum  of  7  years'  experience  at  a  busi¬ 
ness  or  trade  publication  or  on  the 
business  staff  of  a  daily  newspaper 
required.  No  entry  level  or  non- 
journalism  inquiries  will  be  considered. 
We  offer  a  competitive  salary  and 
comprehensive  benefits  package. 
Work  location  is  flexible.  Cahners  pub¬ 
lishes  128  business  magazines  and 
provides  18  business  communities 
with  online  services,  custom  pub¬ 
lishing,  directories,  research,  and 
direct  mail  lists.  Send  resume  to: 

Cahners  Business  Information 

Attn:  E-commerce  Writer 
RO.  Box  2754,  High  Point,  NC  27261 
EOE 
Cahners 
Business 
Solutions 

ENTERTAINMENT  REPORTER 
New  York  based,  leading  entertain¬ 
ment  and  news  magazine  needs  a 
seasoned  showbusiness  reporter  to 
join  professional,  highly  motivated 
staff.  Emphasis  is  on  tenacious  but  not 
tabloid  reporting.  Applicants  must  be 
well  versed  in  screen  and  television; 
New  York  entertainment  contacts  a 
must.  Fashion  knowledge  a  plus,  but 
not  necessary.  Applicants  must  have 
solid,  lengthy  journalism  background, 
ideally  at  a  daily  newspaper.  Great 
company,  excellent  pay  and  benefits, 
lots  of  freedom  and  room  to  grow. 

Send  replies  to: 

Box  01150,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 


EDITOR-IN-CHIEF 

NurseWeek,  California’s  award  winning 
publication  for  nurses,  seeks  an  execu¬ 
tive  level  editor  to  provide  editorial  direc¬ 
tion  for  NurseWeek  publications.  The 
editor  will  also  work  with  community 
leaders  and  readers  to  generate  interest 
and  support  for  the  publications.  Your 
qualifications  should  include  a  BSN, 
Master’s  degree,  3-5  years  of  writing 
and  editing  experience.  For  news  pub¬ 
lications,  1-2  years  of  public  speaking 
experience,  3-5  years  of  management 
experience  and  expertise  of  the  wide 
range  of  nursing  and  healthcare  issues. 
You  should  also  be  an  accomplished 
public  speaker  and  manager.  Nurse¬ 
Week  offers  a  competitive  salary  and 
benefits  package.  Qualified  candidates 
should  fax  or  mail  resume/salary  history 
to: 

NurseWeek  Publishing,  Irtc. 

Attn:  Human  Resources 
1 1 56-C  Aster  Avenue 
Sunnyvale,  CA  94086 
FAX:  (408)  249-0322 
Or  E-mail  to:  sarahc@nurseweek.com 


EDITOR 

$1 00,000-1- -t- 

Business,  Features  or  Entertainment 
Editor  or  background  is  likely  the  best  fit 
for  our  needs,  position  reports  to  the 
Publisher. 

Growing  mid  size  metro  market  with  pro 
sports,  entertainment,  outdoor  recrea¬ 
tion,  low  cost  of  living.  Send  resume  to; 
Box  01159,  Editor  &  Publisher 
1515  Broadway,  12th  FI,  NY,  NY  10036 


The  Atlanta  Jewish  Times,  a  dist¬ 
inguished  75-year  old  paid  subscription 
weekly  with  25,000  readers,  covers  the 
fastest-growing  Jewish  community  in  the 
country. 

We  seek  an  editor  who  is  a  forward- 
thinking.  experienced  journalist  capable 
of  crafting  a  quality,  community-minded, 
aggressive  publication.  He  or  she  will 
supen/ise  a  six-person  editorial  staff  and 
assume  an  active,  visible  role  in  the 
Jewish  and  secular  communities. 

We  offer  an  entrepreneurial  environ¬ 
ment,  excellent  compensation  and  benefits 
including  profit-sharing.  Reply  to  Publisher: 

Fax  (404)  252-1 172 
Or  Call  (404)  252-1600  ext.  203 
To  learn  more  about  the 
Atlanta  Jewish  Times 
visit  www.atljewishtimes.com 


LAYOUT  EDITOR:  The  Florida  Catholic, 
the  nation’s  largest  circulation  Catholic 
weekly  newspaper,  seeks  a  creative 
layout  editor.  The  successful  candidate 
will  be  a  team  player  and  have  a  degree 
in  journalism  as  well  as  three  years’ 
experience.  Responsibilities  will  include 
page  makeup  and  organizing  material 
for  two  dioceses  as  well  as  common 
pages  on  a  weekly  basis.  Must  be  p^fi- 
cient  in  Pagemaker  as  have  a  knowl¬ 
edge  of  Photoshop  as  well  as  newspa¬ 
per  style.  Good  benefits  including  health 
care,  dental  and  vacation.  Send  resume 
and  five  samples  to  Steve  Paradis, 
editor/general  manager,  PO.  Box 
609512,  Orlando,  FL  32860-951 2.  TFN 


EgTra  Phoenix 

dynamic  arts  and  '*■  X  i-r  i  ^  Xyv 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation)  in  Phoenix.  The  managing 
editor  works  directly  with  writers  to  help 
shape  local  arts  coverage  and  to  edit 
magazine-length  feature  stories.  The 
managing  editor  also  supervises  the  day-to- 
day  operations  of  the  editorial  department. 

Fine  writing  and  editing  skills  are  a  must; 
the  interview  process  includes  a  test. 

New  Times  offers  competitive  salaries  and  — ^ 

benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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HELP  WANTED 


EDITORIAL 


BASEBALL  WRITEFI 
ASSISTANT  SPORTS  EDITOR 
The  Antelope  Valley  Press  has  two 
openings  on  a  staff  that  aspires  to  be 
an  APSE  winner.  Our  minor  league 
baseball  team,  the  Lancaster  Jet- 
Hawks  has  a  strong  following  and  we 
need  a  writer  to  continue  a  tradition  of 
the  strongest  coverage  in  the  Cal 
League.  Our  baseball  writer  also  must 
be  comfortable  working  the  desk  dur¬ 
ing  the  off  season.  QuarkXPress  skills 
are  a  bonus  and  a  willingness  to  pitch 
in  with  putting  out  a  paper  nightly  is  a 
must. 

We  also  have  an  Assistant  Sports 
Editor  opening.  The  candidate  will 
foremost  want  to  work  the  desk.  Bonus 
points  awarded  to  a  candidate 
interested  in  taking  the  reins  of  our 
Sunday  section  and  lifting  it  to  new 
heights.  To  apply,  send  resume,  writ¬ 
ing/layout  samples  to: 

Human  Resources 
The  Antelope  Valley  Press 
PO.  Box  4050,  Palmdale,  CA  93590-4050 
Or  E-mail:  hr@avpress.com 

NIGHT  METRO  EDITOR:  The  Winston- 
Salem  Journal  is  looking  for  a  talented 
journalist  to  work  as  night  metro  editor. 
Applicants  should  have  experience  work¬ 
ing  on  deadline,  excellent  writing  and 
communication  skills,  strong  news  judg¬ 
ment  and  a  minimum  of  four  years  of 
editing  and/or  writing  experience.  Night 
hours,  Monday  through  Friday.  Send 
resume  and  samples  of  work  as  an 
editor  or  reporter  to: 

Jim  Laughrun,  managing  editor 
RO.  Box  31 59.  Winston-Salem,  NC  271 02 


EDITORIAL 


EUROPEAN  AND  PACIFIC 
STARS  AND  STRIPES 
COPY  EDITOR 

Are  you  good  enough  to  copy  edit  a 
newspaper  delivered  around  the 
world?  If  so,  we  re  looking  for  you! 
European  and  Pacific  Stars  and 
Stripes,  the  daily  independent  news¬ 
paper  for  the  military  servicemembers 
overseas,  is  searching  for  a  news  desk 
copy  editor  to  join  a  dynamic,  creative 
team  of  journalists  in  the  central  office 
located  in  the  National  Press  Building 
in  Washington,  DC.  We  are  looking  for 
a  copy  editor  who  can  meticulously 
edit  wire  and  staff  copy;  spot  holes  in 
stories;  write  headlines  with  flair; 
paginate;  and  bring  energetic,  original 
thinking  to  the  table.  Passion  for  jour¬ 
nalism  a  must!  Salary  range  is  $35,000 
to  $50,000.  Please  send  a  resume  and 
cover  letter  to  NAF  Personnel  Office, 
Building  11.  Room  2-106  WRAMC, 
Washington,  DC  20307-5001 . 

Fax:  (202)  782-0547  or 
E-mail  to  jobs@stripes.osd.mil 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 

NEW  YORK  CITY-BASED  online  daily 
has  immediate  openings  for  reporters 
to  cover  the  mutual  fund  industry.  We 
provide  savvy,  top-notch  coverage  in  a 
fun,  entrepreneurial  environment.  Com¬ 
petitive  pay  and  benefits.  Financial 
services  reporting  background  pre¬ 
ferred.  Send  resume  and  3-5  clips  to: 

Stephen  Garmhausen,  Executive  Editor 
lgnites.com 

21 1  E.  43rd  Street,  New  York,  NY  1 001 7 
E-mail:  sgarmhausen@ignites.com 


EDITORIAL 


EDUCATION  REPORTER: 

The  Daily  Star,  www.hammondstar.com 
a  14,000-circulation  afternoon  newspa¬ 
per  in  a  growing  university/suburban  com¬ 
munity  just  north  of  New  Orleans,  needs 
a  strong  writer  for  our  education  beat. 
Stories  range  from  cute  classroom 
features  to  hard  news  controversies. 
Send  cover  letter,  resume  and  clips  to: 

Lil  Mirando 

PO.  Box  1 1 49,  Hammond,  LA  70404 
Or  call  1-800-844-2333 

EUROPEAN  AND  PACIFIC 
STARS  AND  STRIPES 
Pentagon  Bureau  Reporter 
Are  you  looking  for  a  job  that  will  take 
your  resume  up  a  notch?  Would  you  like 
to  write  for  a  daily  newspaper  delivered 
around  the  world?  If  so,  we  re  looking 
for  you!  European  and  Pacific  Stars  and 
Stripes,  the  daily  independent  newspa¬ 
per  for  the  military  servicemembers 
overseas,  is  searching  for  a  reporter  to 
round  out  its  Pentagon  Bureau.  Appli¬ 
cants  must  possess  superior  written  and 
oral  skills,  have  a  nose  for  news,  love 
the  thrill  of  the  breaking  story,  make  the 
good  story  great  and  be  an  aggressive 
self-starter.  An  understanding  of  the 
military  is  also  helpful  but  not  necessary. 
Photography  skills  are  also  helpful. 
Passion  for  breaking  news  and  owning 
a  beat  is  a  must!  Salary  range  is 
$35,000  to  $45,000.  Please  send  a 
resume  and  cover  letter  to: 

NAF  Personnel  Office 
Building  1 1 ,  Room  2-1 06  WRAMC 
Washington.  DC  20307-5001 
Fax:  (202)  782-0547 
or  E-mail:  jobs@stripes.osd.mil 
Stars  and  Stripes  is  an 
Equal  Opportunity  Employer 

EDUCATION  &  MEDICINE  REPORTERS 
The  Orange  County  (CA)  Register  is 
looking  for  a  K-12  reporter  to  join  its 
four-person  Education  Team  and  a 
medical  writer  to  join  its  Pulitzer  Prize 
winning  medical  team. 

Our  Education  Team  member  has 
responsibility  for  nine  of  Orange  Coun¬ 
ty’s  27  school  districts.  California 
schools  are  confronting  some  of  the 
most  important  issues  in  education  - 
immigration,  overcrowding,  teacher  train¬ 
ing  -  and  Orange  County  is  a  snapshot 
of  both  the  problem  and  solutions. 

The  Medical  writer  has  responsibility  for 
covering  the  county's  delivery  of 
medical  care  to  a  diverse  population. 
Orange  County  is  home  to  some  of  the 
country’s  largest  HMOs  as  well  as  the 
University  of  California,  Irvine. 

The  successful  candidates  will  have  a 
minimum  of  5  years  reporting  experi¬ 
ence  on  a  daily  metro  and  the  desire  to 
work  as  part  of  a  team.  Bilingual  candi¬ 
dates  preferred. 

The  Register  is  a  400,000  circulation 
newspaper  in  the  highly  competitive 
Southern  California  market.  Please  sub¬ 
mit  current  work  to: 

John  Doussard 
The  Orange  County  Register 
625  N.  Grand  Avenue 
Santa  Ana,  CA  92701 
Fax:  (714)  796-3681 


EDITORIAL 


FEATURES  COPY  EDITOR 
Experienced  copy  editor  with  knack  for 
innovative  page  design  needed  for 
Lifestyle  section  of  58,000  AM. 

The  Morning  Star  is  a  New  York  Times 
Co.  paper  in  historic  Wilmington,  NC 
and  serves  the  growing  Cape  Fear 
Coast  region.  Send  resume,  clips  of 
page  design  and  editing  work,  and 
references  to: 

John  Meyer,  managing  editor.  Morning  Star 
PO.  Box  840,  Wilmington,  NC  28402 
http://starnews.wilmington.net/ 

GENERAL  ASSIGNMENT  REPORTER 
The  NewsTribune  is  a  mid-size.  Monday 
thru  Saturday  PM,  located  about  1  1/2 
hours  from  Chicago,  midway  between 
Rockford  and  Peoria,  IL.  Good  starting 
salary  and  benefits.  Family-owned  oper¬ 
ation  in  which  your  ideas  will  be  heard. 
Ideal  candidate  will  have  previous 
newspaper  experience  and  knowledge 
of  local  government.  Editing  and  layout 
experience  helpful.  Send  resume  and 
clips  to: 

Joyce  McCullough 
NewsTribune,  426  Second  Street 
LaSalle,  IL  61 301 


IF  YOU  HAVE  A  FIRE 
in  your  belly  to  do  good  journalism,  we 
want  to  hear  from  you.  The  Weekly 
Planet  is  the  Tampa  Bay  area’s  alter¬ 
native  newspaper.  We  win  a  lot  of 
awards,  including  being  a  finalist  in 
last  year’s  IRE  contest.  More  impor¬ 
tant,  we  re  a  must  read  for  this  area's 
opinion  leaders.  We  want  journalists 
whose  passion  is  exposing  what  the 
politicians,  downtown  suits  and  main¬ 
stream  media  want  to  keep  hidden. 
Send  a  resume,  a  letter  telling  us  why 
you  want  to  do  investigative  journalism 
and  your  two  best  clips  to: 

Editor,  Weekly  Planet 
1310  E.  9th  Ave.,  Tampa  FL  33605 
E-mail  to  ed@weeklyplanet.com 
No  phone  calls 

LOCAL  NEWS  EDITOR 
Bask  in  the  sun  by  day  and  work  at 
night.  We  need  a  leader  whose  deadline 
editing  skills  can  impress  the  78  per¬ 
cent  of  our  oceanfront  community  that 
reads  us  daily.  Organizational  and 
coaching  skills  are  critical  to  lead  break¬ 
ing-news  and  enterprise  coverage  at 
our  growing  35,000-f  daily.  Send 
resume,  cover  letter,  work  samples  to: 

Larry  Reisman,  editor 
The  Press  Journal 

RO.  Box  1268.  Vero  Beach,  FL  32961 


MANAGING  EDITOR 

The  Tuscaloosa  News,  a  40,000  daily 
owned  by  the  New  York  Times  Com¬ 
pany,  seeks  a  Managing  Editor  with 
excellent  organizational  skills,  someone 
with  a  vision  and  the  ability  to  turn  that 
into  reality  and  someone  who  motivates 
people  well.  Prefer  3-5  years  of 
supervisory  experience.  Send  resume 
and  work  samples  to  Bruce  Giles,  exec¬ 
utive  editor,  Tuscaloosa  News,  RO.  Box 
20587,  Tuscaloosa,  AL  35402-0587 
Or  E-mail: 

bruce.giles@tuscaloosanews.com 


EDITORIAL 

EDITORIAL 

1 

Editor  fhg  ^,(frU's  premier  publisher  of  business 

and  information  has  an  opportunity  available 
in  our  Washington,  DC  facility. 


N  EWS  EDITOR 

A  Dow  Jones  &  Co.  real-time  financial  newswire  based  in 
Washington,  D.C.,  seeks  a  news  editor  to  guide  reporters 
and  help  shape  the  wire's  content.  Wire's  focus  is  corporate 
SEC  filings  and  industry  regulation.  Candidate  needs  at 
least  5  years'  reporting  and/or  copy  editing  experience,  with 
previous  supervisory  experience  a  plus.  Ability  to  sow  story 
ideas,  coach  beginning  reporters  and  edit  for  content  a  must. 
Wire's  coverage  spans  mergers  &  acquisitions,  bankruptcy, 
high-yield  bond  issuers,  pharmaceuticals,  technology, 
IPOs,  mutual  funds  and  REITs. 

We  offer  competitive  salary  and  benefits  as  part  of  an 
international  media  company.  Qualified  candidates  should 
send  resume,  cover  letter  &  salary  requirements  to;; 

Dow  Jones  &  Company 

Managing  Editor 
1250  H  St.,N.W.,  nth  FL 
Washington,  DC  20005  eoe,  m/f/h/v 
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HELP  WANTED 


EDITORIAL 


EDITORS:  Develop  story  ideas,  coach 
young  writers.  Shape  features  into  tight 
articles  for  Zone  4  Web  site  dedicated  to 
US  military  communities,  families.  Must 
be  strong  in  syntax,  AP  style.  Prefer 
military  experience.  Also  seek  quick,  deft 
feature  writers.  Send  cover  letter, 
resume,  salary  requirements  to: 

kthomas@mrin  .com 

MANAGING  EDITOR 

Major  trade  publishing  company  seeks 
managing  editor  to  coordinate  editorial 
material  for  logistics  publication  plus  sup¬ 
plements.  Individual  will  be  instrumental 
in  coordinating  copy  flow,  copy  editing, 
headline  writing  and  arranging  meetings 
with  art,  production  and  editorial.  Ideal 
candidate  will  have  a  Bachelor's  degree 
in  English,  Journalism  or  related  field.  3- 
5  years  similar  experience.  Must  be  able 
to  work  well  under  pressure  in  a 
deadline-oriented  environment,  handle 
multiple  tasks,  and  have  strong  writing 
and  proofreading  skills.  Interested  can¬ 
didates  should  send  resume  and  salary 
requirements  to: 

Director  of  Human  Resources  (LO-ME) 
Bill  Communications,  Inc. 

355  Park  Avenue  South.  New  York,  NY  1 001 0 
Or  FAX  (21 2)  592-6209 
Or  email  HR@billcom.com 

MANAGING  EDITOR/MEMBERSHIP 
Environmental  nonprofit  seeks  experi¬ 
enced  manager  to  oversee  monthly 
newsletter  production,  membership  re¬ 
newal  and  recruitment,  database,  web¬ 
site.  Mac,  QuarkXPress,  Foxpro,  HTML, 
copyediting,  people  skills  helpful.  Fax 
resume  and  salary  requirements  to: 

Mothers  &  Others,  (212)  242-0545 

MANAGING  EDITOR 
Independent  Jewish  community  weekly 
seeks  managing  editor.  Competitive 
salary,  benefits.  At  least  5  years’  print 
journalism  experience  a  must.  Jewish  com¬ 
munity  knowledge  helpful.  Send  re¬ 
sume,  clips,  letter  to  Flo  Eckstein,  editor, 
Jewish  News  of  Greater  Phoenix,  1625 
E.  Northern  Avenue.  Suite  106,  Phoenix, 
AZ  85020. 

NEWS  EDITOR 

Strong  copy  desk  leader  needed  at  the 
Idaho  State  Journal,  18,000  circulation, 
7-day  AM  serving  a  60,000  college  town 
surrounded  by  the  great  outdoors. 
Contact  Steve  Miller,  m  e.: 

Call  (208)  239-3121 ;  Fax  (208)  233-8007; 

Mail  RO.  Box  431 ,  Pocatello,  ID  83204; 

E-mail  smiller@journalnet.com 

REGION  EDITOR 

Tucked  in  the  heart  of  SD,  12,300  circula¬ 
tion  daily  seeks  responsible,  accurate, 
aggressive  reporter/editor  to  cover  17- 
county  area.  Desk  work  one  day  a  week, 
on  the  road  or  the  phone  four  days  a 
week.  Writing,  living,  working  in  SD  a 
pleasure.  If  you  have  the  skills,  talent 
and  know-how,  we  want  to  hear  from 
you.  Resume,  clips  to: 

Editor,  The  Daily  Republic 
RO.  Box  1288,  Mitchell,  SD  57301 


EDITORIAL 


MANAGING  EDITOR 
The  Northfield  (MN)  News,  is  seeking  a 
managing  editor  with  a  passion  for  com¬ 
munity  journalism  and  the  ability  to 
coach  and  teach  by  example  either 
writing  the  day’s  lead  story  or  laying 
out  a  drop  dead  front  page.  The  News 
is  a  fully-paginated  bi-weekly  newspa¬ 
per,  companion  shopping  guide  and  a 
variety  of  special  and  niche  pub¬ 
lications.  It  is  one  of  a  family-owned 
cluster  of  13  daily  and  weekly  pub¬ 
lications  located  along  1-35  south  of 
Minneapolis  and  St.  Raul  with  a  history 
of  promoting  from  within.  The  manag¬ 
ing  editor  is  directly  responsible  for  a 
staff  of  seven,  is  a  member  of  the 
newspaper’s  management  team  and 
reports  to  the  publisher  and  editor. 
Northfield  is  a  growing  community  with 
a  diverse  population,  two  nationally 
recognized  private,  liberal  arts  col¬ 
leges,  a  solid  industrial  base  in  a  tradi¬ 
tionally  agricultural  area  and  a  growing 
retail  base.  The  successful  candidate 
will  have  a  vision  of  a  newspaper  that 
is  relevant  to  the  many  voices  of  this 
progressive  and  involved  small  city 
and  the  experience  to  turn  that  vision 
into  reality.  The  News  offers  com¬ 
petitive  wages  and  benefits  including 
paid  vacation,  health  care  insurance, 
dental  insurance,  sick  pay  and  401  (k) 
profit  sharing.  Mail  or  E-mail  resume, 
letter  outlining  your  vision  and  recent 
samples  of  your  work  to: 

Raula  Ratton.  Rublisher  and  Editor 
Northfield  News 

1 1 5  W.  5th  Street,  Northfield,  MN  55057 
ppatton@northfield.org 
The  Northfield  News  is  an 
Equal  Opportunity  Employer 

MEDICAL  DATA  INTERNATIONAL 
(MDI)  analyzes  and  distills  healthcare 
data  from  hundreds  of  sources  to  help 
businesses  succeed  in  today’s  rapidly 
changing  marketplace.  We  currently 
seek; 

RERORTER 

Successful  candidate  will  report  and 
write  detailed  news  briefs  and  longer 
stories  with  daily  deadlines  for  Medical 
Industry  Today,  an  online  publication 
covering  cutting-edge  bio-med  tech¬ 
nology,  medical  research  and  industry 
trends. 

Qualifications  include  a  Bachelor’s 
degree  and  2-5  years'  experience  with 
a  major  daily  news  publication. 
Medical  background  is  desirable  but 
not  necessary.  Candidate  must  be 
able  to  produce  quick  turn-around, 
highly  readable  news  and  features  in  a 
fast-paced  environment. 

Fax  resume  and  3  writing  samples  to: 

M.  Dodson,  Editor 
(714)800-1101 

Or  E-mail:  marcida@medicaldata.com 

WASHINGTON.  DC  well-established 
defense  industry  publication  seeks  first 
class  reporter  with  strong  investigative 
skills,  writing  talent  and  a  desire  to  join 
the  Washington  Rress  Corps.  Rlease 
send  resume  to  L.  King  627,  National 
Rress  Bldg.,  Washington,  DC  20045  or: 
E-mail:  LKING@KINGRUBLISHING.COM 


EDITORIAL 


METRO  EDITOR 

The  Rress  &  Sun-Bulletin,  located  in 
Binghamton,  New  York,  is  looking  for  a 
metro  editor  who  places  a  high  priority 
on  aggressive,  comprehensive  report¬ 
ing  that  explains  what’s  happening  in 
our  community  and  how  it  affects  our 
readers.  We  re  looking  for  a  seasoned 
editor  who  has  experience  in  projects, 
investigative  reporting  and  breaking 
news  coverage.  The  best  applicant  will 
have  five  to  seven  years  experience  in 
a  supervisory  role  with  a  proven  track 
record.  The  Rress  &  Sun-Bulletin  is  a 
62,000  daily/79,000  Sunday  Gannett 
daily.  Binghamton,  in  the  picturesque 
rolling  hills  of  the  Southern  Tier,  is 
home  to  a  major  state  university. 

We  offer  a  comprehensive  benefit 
package  and  a  competitive  salary.  We 
are  a  company  that  recognizes  and 
appreciates  the  benefits  of  diversity  in 
the  workplace.  Reople  who  share  this 
belief  or  reflect  a  diverse  background 
are  encouraged  to  apply. 

Send  resume  and  cover  letter,  in  con¬ 
fidence,  to: 

Press  &  Sun-Bulletin 
4421  Vestal  Parkway  East 
Vestal,  NY  13850 

ATTN;  Gary  Graham,  Managing  Editor 

SPORTS  COPY  EDITOR 
Gannett  30,000  circulation  daily  seeks 
versatile  sports  copy  editor  who  can  line 
edit  and  handle  layout.  College  city 
between  saltwater  adn  mountains,  Seat¬ 
tle  and  Vancouver.  Apply  with  clips, 
references  to: 

Bob  Carter  Tfie  Bellingham  Herald 
1 1 55  N.  State  St.  Bellingham,  WA  98225 

ADMINISTRATIVE 
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NIGHT  EDITOR 

The  Asian  Wall  Street  Journal  seeks  a 
night  editor  for  its  news  desk  in  Hong 
Kong.  Responsibilities  include  vetting 
and  rewriting  spot  news  stories  before 
they  are  sent  to  the  copy  desk;  liasing 
with  reporters  in  other  bureaus;  and 
helping  lay  out  the  front  page.  This  is  a 
senior  position  for  an  experienced  copy 
editor  with  excellent  rewrite  capabilities, 
strong  familiarity  with  business  and 
finance,  and  mature  news  judgment. 
Experience  in  Asia  preferred;  knowl¬ 
edge  of  pagination  is  helpful.  Hours  are 
generally  from  midafternoon  until  mid¬ 
night.  Send  resume  and  references  to: 
Managing  Editor  Peter  Stein 
Asian  Wall  Street  Journal 
G.PO.  Box  9825.  Hong  Kong 
Or  fax  to:  01 1  (852)  2834-5291 


SPORTS  EDITOR 

Excellent  opportunity  for  multi-talented 
individual  to  direct  an  experienced  6- 
person,  award-winning  department. 
The  Springfield  (OH)  News-Sun,  a 
35,000  AM  daily  and  45,000  Sunday  is 
looking  for  experienced  candidates 
who  possess  strong  people  skills, 
realize  the  importance  of  local  copy, 
have  experience  in  management, 
leadership,  writing,  layout  and  design 
and  who  understand  there’s  more  to 
sports  than  covering  games.  If  this  is  a 
challenge  you're  interested  in,  send 
resume,  writing,  layout  samples  to: 

Jack  Bianchi,  Managing  Editor 
Springfield  News-Sun 
202  North  Limestone  Street 
Springfield,  OH  45503 

ADMINISTRATIVE 


MEDIATT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments: 

Retail  Display  Manager  -  ^O.tXX)  to  80.0<X) 
circulation  daih’  in  New  England:  exceptional  people 
skills;  great  opportunin' 

Pressroom  Manager  -  ISO.IXX)  circuli’tion  metro 
daily  in  Midwest:  good  management  skills,  budgeting, 
scheduling;  oversee  staff  of  40;  S^O-SSOK. 

Metro  Editor  -  California  daih’  newspaper  with 
circulation  between  5(),(XX)-''(),(XX)  seeks  experienced 
editor  to  oversee  staff  of  22;  $65K. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  6(X)67 
847.963.9301)  ■  mm2@voyager.net  ■  fax  847.934.6607 


C1 1 


f' 


www.mediainfo.com 


EDITOR  &  PUBLISHER  '  JANUARY  24.  2000 


_ classified  advertising _ 

1515  Broadway.  New  York.  NY  10036  •  lisad(<i>mediainfo.com  •  michelea@medlainfo.com  •  hazelp@mediainfo.com  •  Fax:  (212)  536-8800  •  Phone.  1-888-825-9149 


HELP  WANTED 


_ EDITORIAL _ 

ONE  OF  SOUTH  CAROLINA  S 
fastest  growing  mid-size  dailies  is  look¬ 
ing  for  a  few  good  people  to  fill  new 
and  existing  openings. 

We  need  a  METRO  EDITOR  who  can 
work  with  a  talented  young  staff. 

We  also  need  two  REPORTERS  and 
two  COPY  EDITOR/PAGE  BUILDERS. 
Send  resume  and  work  samples  to: 

Steve  Fagan.  Editor 
Morning  News 

310  S.  Dargan  Street,  Florence.  SC  29501 
For  more  information,  call  (843)  31 7-7250 
Or  E-mail  to:  steve.fagan@thomnews.com 

SENIOR  WRITER 

Retail  trade  publication,  number  one  in 
its  field,  seeks  writer  with  3  to  5  years' 
experience,  excellent  reporting  skills, 
lots  of  curiosity,  willingness  to  dig  for 
details  in  covering  a  multifaceted  indus¬ 
try  that  includes  grocery  retailing,  gaso¬ 
line  marketing,  government  regulations 
and  human  resources  issues.  Work  with 
people  who  value  good  ideas,  a  smart, 
lively  writing  style  and  a  combination  of 
independence  and  teamwork.  Some 
travel  required.  Competitive  salary, 
excellent  benefits,  great  Village  location 
as  of  summer  2000.  Experience  in  retail 
trade  publishing  and/or  newspapers  a 
plus.  Interested  candidates  should  send 
resume  and  salary  requirements  to: 

Bill  Communications 
Attention  Director  of  Human  Resources.  ESW 
355  Park  Avenue  South 
New  York.  NY  10010 
Or  fax  (21 2)  592-6209 
Or  email  HR@billcom.com 
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EDITORIAL 


PAGE  DESIGNER/COPY  EDITOR 
The  Stuart  News,  a  50,000-circulation 
daily  on  Florida's  highly  competitive 
Treasure  Coast,  is  looking  for  a 
designer/copy  editor  to  join  its  10- 
person  copy  desk.  Creative  skills  and  an 
eye  for  detail  in  design  and  editing  is 
required.  Pagination  capability  is  a  plus. 
Daily  newspaper  experience  is  preferred 
but  recent  college  graduates  with  an 
internship  also  will  be  considered.  Send 
resumes  and  work  samples  to: 

Tim  Woltmann 
The  Stuart  News 

PO.  Box  9009.  Stuart,  FL  34995-9009 


REPORTER  -  Lively,  inquisitive,  ener¬ 
getic  to  cover  county  government  for  for¬ 
ward-looking.  high-tech-savvy  30.000-I- 
daily  that's  not  afraid  to  experiment. 
Ideal  for  reporter  on  smaller  pa-  per  look¬ 
ing  for  next  step.  Prefer  someone  with 
specific  interest  in  eastern  Pennsylvania. 
Write  Jim  Kevlin,  editor: 

REPUBLICAN  &  Herald 
Box  209  Pottsville.  PA  1 7901 
Or  E-mail  him  at: 
kevlin@pottsville.infi.net 

REPORTER  I 

The  Town  Talk  in  Alexandria,  Louisiana 
seeks  a  talented  reporter  with  1-3 
years  experience.  Degree  in  Journal¬ 
ism  or  English  required.  Full-time;  40 
hours  per  week.  May  include  evenings 
and  weekends.  Please  send  resume 
and  work  samples  to: 

Joy  Williford 

The  Town  Talk 

RO.  Box  7558,  Alexandria,  LA  71306 
E-mail:  personnel@thetowntalk.com 
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EDITORIAL 


REPORTER:  Good  little  daily  in  the 
Sierra  Foothills  seeks  experienced 
reporter  (college  newspaper  OK)  to 
aggressively  cover  the  business  beat 
in  a  diverse  community  of  interesting 
people  and  endeavors.  Send  resume 
and  eight  of  your  best  clips  to  Judy 
Brill,  city  editor.  The  Union,  11464  Sut¬ 
ton  Way.  Grass  Valley,  CA  95945. 

E-mail:  judyb@theunion.com 


REPORTER:  The  Gainesville  Sun,  a 
60,000  circulation  New  York  Times 
regional  daily,  needs  a  strong  writer  for 
an  entry-level  position  covering  GA, 
business  and  some  cops.  Gainesville 
is  a  vibrant  college  town  with  a  grow¬ 
ing  research  and  bioengineering 
sector.  You'll  answer  to  the  metro 
editor,  get  solid  coaching  and  use  the 
latest  newsroom  technology.  Journal¬ 
ism  degree  required.  Hard-news  expe¬ 
rience  preferred.  Mail  letter,  resume 
and  clips  to  Matt  Reed,  metro  editor 
The  Gainesville  Sun 
2700  SW  13th  Street 
Gainesville,  FL  32608 
No  E-mail  clips,  please 


REPORTERS  needed  for  VA  daily  to 
cover  police,  government  and  other 
beats.  Stress  local  news,  accuracy, 
deadlines.  Good  spot  for  weekly 
reporter  or  strong  new  grad  ready  to 
move  to  a  20,000  daily. 

Send  resume,  clips  to: 

Ginny  Wray,  Martinsville  Bulletin 
RO.  Box  3711,  Martinsville,  VA  241 1 5 
E-mail:  info@martinsvillebulletin.com 
Call  (800)  234-6575 


RERORTERS 

The  Fayetteville  Observer,  a  75.000 
morning  daily  in  North  Carolina,  needs 
experienced  reporters  for  its  Rublic  Life 
and  Issue  teams.  Focus  areas  include 
county  government,  education,  religion, 
and  race.  If  you  have  interest  in  these 
areas  and  are  capable  of  turning  out 
quick,  thorough  stories  as  well  as  in- 
depth  Sunday  pieces,  we'd  like  to  hear 
from  you.  Send  resume  and  clips  to: 

Mike  Adams,  assistant  managing  editor 
The  Fayetteville  Observer 
RO.  Box  849,  Fayetteville.  NC  28302 


SRORTS  JOURNALIST  sought  for  high- 
profile  position  covering  one  of  the  most 
exciting  beats  in  the  country.  Com¬ 
munity  Newspaper  Holdings,  Inc.,  is 
seeking  an  experienced,  independent¬ 
thinking  sportswriter  to  cover  University 
of  Kentucky  and  professional  sports  for 
its  20  newspapers  in  Kentucky.  Ideal 
candidates  will  show  an  ability  to  break 
news  as  well  as  to  provide  superior 
game  coverage  and  thought-provoking 
columns.  Candidates  should  be  broad 
thinkers  interested  in  the  impact  of 
athletics  beyond  the  playing  field. 
Excellent  salary,  benefits,  equipment. 
Send  resume,  1 0  best  clips  to: 

Rob  Hammond,  cnhi  vice  president 
and  Kentucky  Division  Manager 
The  Richmond  Register 
380  Big  Hill  Ave. 

Richmond,  KY 40475 
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RERORTER 

dbusiness.com  is  hiring  experienced 
FULL-TIME  Web-savvy  BUSINESS 
reporters  for  many  US  markets.  Visit 
our  site  www.dbusiness.com  and  then 
send  E-mail  to  Kurt  Greenbaum,  exec¬ 
utive  editor,  dbnews@dbusiness.com 
for  more  information  about  the  reporter 
position.  Please  mention  code  ER  Com¬ 
petitive  compensation  plus  equity. 


Roanoke.com  -  the  Internet  gateway  to 
Southwest  Virginia  has  a  new 
opportunity  for  an  Assistant  On-line 
Editor.  We  re  not  looking  for  a  specific 
skill  set  so  much  as  enthusiasm,  ambi¬ 
tion,  pride  in  work,  and  willingness  to 
learn.  The  successful  candidate 
should  know  the  basics  of  journalism 
and  how  to  edit  others  work.  We  want 
a  person  with  ideas  and  the  ability  to 
carry  them  out.  If  this  describes  you, 
send  us  your  resume  to: 

The  Roanoke  Times 
RO.  Box  2491 .  Roanoke,  VA  24010 
Fax:  (540)  981 -31 94  or 
E-mail:  humanresources@roanoke.com 
EOE 


SENIOR  EDITOR 

for  biweekly  news  journal  for  life  scien¬ 
tists.  Seasoned  professional  with  ex¬ 
tensive  knowledge  of  life  sciences,  who 
is  also  accustomed  to  meeting  constant 
deadlines.  Regular  writing  schedule, 
plus  some  editing  and  freelance  coord¬ 
ination,  based  in  Philadelphia.  Send 
resume  and  salary  requirements  to: 

Larry  Hand,  Editorial  Director 
The  Scientist 

3600  Market  Street,  Suite  450 
Philadelphia,  PA  19104 
E-mail:  lhand@the-scientist.com 


REPORTER 

The  Charleston  (WV)  Gazette  is  looking 
for  a  reporter  interested  in  covering 
health  and  fitness  and  medical  issues. 
We  want  a  reporter  with  ideas  and 
initiative  who  can  cover  both  breaking 
news  and  write  interesting  enterprise 
features.  Experience  is  a  plus.  The 
award-winning  Gazette  is  West  Vir¬ 
ginia's  largest  newspaper  with  a  52,000 
daily  circulation,  100,000  Sunday.  We  re 
a  morning  newspaper  in  the  state  capi¬ 
tal.  Send  your  resume  and  clips  to: 

Rosalie  Earle,  managing  editor, 

The  Charleston  Gazette 
1001  Virginia  St 
E.  Charleston,  WV  25304 


PAGE  DESIGNER  I 

The  Town  Talk  in  Alexandria,  Louisiana 
has  an  opening  for  a  Page  Designer  I 
to  perform  page  layout/design  and  edit¬ 
ing  on  fully  electronic  wire  desk  system. 
College  degree  in  journalism,  commu¬ 
nications  or  suitable  substitute.  Must 
have  knowledge  of  newspaper  design 
principles  and  familiarity  with  QuarkX¬ 
Press  software.  Work  hours  are  4  p.m.  - 
1  a.m.  Send  resume  and  cover  letter  to: 
Joy  L.  Williford 
The  Town  Talk 

PO.  Box  7558,  Alexandria,  LA  71306 
E-mail:  personnel@thetowntalk.com 

www.mediainfo.com 


Ft.  Lauderdale 


New  Times  is 
looking  for  an 
experienced  and 

dynamic  editor  to  manage  its  news 
and  entertainment  weekly  in  Ft.  Lauderdale. 

This  position  requires  a  solid  background 
in  news  and  superior  management  ability. 

The  managing  editor  works  directly  with 
writers  to  help  shape  local  news  coverage 
and  to  edit  magazine-length  feature  stories. 

The  managing  editor  also  supervises  the 
day-to-day  operations  of  the  editorial 
department.  Fine  writing  and  editing 
skills  are  a  must;  the  interview  process 
includes  a  test. 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


SPORTS  COPY  EDITOR/WRITER 
The  Gwinnett  Daily  Post,  a  medium¬ 
sized  paper  in  Atlanta's  suburbs  seeks 
Sports  copy  editor/writer.  Duties  include 
design,  layout  and  pagination  and  some 
reporting.  Contact: 

Todd  Cline,  sports  editor.  Daily  Post 
166  Buford  Drive,  Lawrenceville,  GA  30045 
(770)  963-9205  ext,  1309 
Or  E-mail:  tclinel  @mindspring.com 


SPORTS  HDITOR 

The  Providence  Jiiurnal  Ls  lookin}*  for 
a  Sport.s  Eilitor  (o  manage  a  .staff  of  29 
writers,  editors  and  columnists.  We  re 
looking  for  an  experienced  journalist 
with  enthusiasm  for  the  news  of  s|iorts, 
an  appreciation  of  enterprise  report¬ 
ing  and  narrative,  and  a  vision  of 
opportunities  in  media  convergence. 
Interested  individuals  should  send 
cover  letter  and  resume  to: 

Thonia.sJ.  .Mc'l)on(>ii,i{h 
Miinian  Resources  Manager 
The  Providence  Journal  (  oinpanv 
-5  Hruntain  Street 
Pntvideiiee.  Rl  024()2 
All  la|iial  Opportunity  Kinplover 


SPORTSLINE.COM 

is  looking  for  aggressive  sports  copy 
editors.  Will  edit  staff  and  wire  copy; 
evaluate  relevance  of  news  and  its  place¬ 
ment  on  the  company's  site;  produce 
packages  of  news/features.  Degree  in 
journalism;  self  starter  who  can  adapt  to 
changing  technology;  excellent  verbal 
and  written  communication.  Minimum  3 
years  newsroom  experience  at  a  daily 
newspaper;  knowledge  of  HTML,  Rain- 
man  a  plus.  Competitive  compensation/ 
benefit  package  including  sign  on  stock 
options. 

Fax  resume  to  (954)  252-4039 
employment@sportsline.com 

TECHNOLOGY  REPORTER 
The  Star  Tribune  in  Minneapolis/St.  Paul 
is  seeking  a  business  reporter  to  write 
about  the  technological  renaissance 
occurring  today  in  the  way  companies 
and  individuals  are  harnessing  new 
technologies  to  make  themselves  more 
productive,  create  new  goods  and  ser¬ 
vices  and  enhance  their  leisure  time  as 
well.  The  popular  term  for  this  is  the  New 
Economy,  Call  it  what  you  will,  we  re 
looking  for  a  smart,  aggressive  reporter 
who  “gets  it"  to  cover  this  phenomenon. 
Minnesota  has  a  great  wealth  of  inno¬ 
vative  technology  companies  as  well  as 
many  regionally  significant  companies 
and  technology  startups,  which  the 
reporter  will  cover.  The  reporter  also  will 
be  expected  to  cover  business-to- 
business  E-commerce,  and  some  local 
Internet  startups  and  issues  regarding 
the  startup  of  technology  companies. 
Send  letter,  resume  and  clips  to: 

Brenda  Rotherham 
Newsroom  Recruiter 
Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 
Apply  by  Friday,  February  1 1 
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SPORTS 

The  Fresno  Bee,  Central  California's 
leading  newspaper,  has  immediate 
openings  on  its  award-winning  Sports 
staff  for  a  copy  editor  and  a  college 
football  reporter,  and  expects  to  hire  a 
college  basketball  writer  in  mid-2000. 

COPY  EDITOR:  We’re  looking  for  a 
wordsmith  who  can  help  us  be  the 
clear  concise  information  and  entertain¬ 
ment  leader  in  our  circulation  area. 

COLLEGE  FOOTBALL  REPORTER: 
Ready  to  cover  a  Fresno  State  pro¬ 
gram  that  played  in  the  Las  Vegas 
Bowl  this  season  and  aspires  to  be 
part  of  the  anticipated  major-college 
breakaway.  Our  college  football 
reporter  will  cover  winter  recruiting, 
spring  practice,  August  camp  and  a 
regular  season  that  includes  back-to- 
back  trips  to  Ohio  State  and  UCLA  to 
start  the  2000  season. 

COLLEGE  BASKETBALL  REPORTER: 
Will  cover  the  Fresno  State  basketball 
program  including  recruiting,  pre¬ 
season  practice  and  camp,  the  regular 
season  and  keep  up  with  Jerry  Tarka- 
nian. 

The  successful  applicant  for  each  posi¬ 
tion  should  have  at  least  three  years 
daily  metro  experience;  the  reporters 
should  have  experience  covering  a 
Division  1  program. 

Send  resume  cover  letter  and  five  sam¬ 
ples  of  your  best  writing  by  Jan.  28th  to: 
Julie  Porter 

Human  Resources  Department 
The  Fresno  Bee 

1 626  E  Street,  Fresno,  CA  93786 


TWO  FULL-TIME  REPORTERS 
Seeking  two  full-time  beat  reporter 
police/courts,  region/county,  in  univer¬ 
sity  city  between  mountains  and  salt¬ 
water.  Seattle  and  Vancouver  B.C.  Gan¬ 
nett  daily,  28,000.  Prefer  daily  reporting 
experience.  Send  cover  letter,  clips, 
resume  to: 

Leo  Mullen,  The  Bellingham  Herald 
1 155  N.  State  Street,  Bellingham,  WA  98225 


TECHNOLOGY  REPORTER 
The  News  &  Observer  of  Raleigh,  NC  is 
looking  for  a  reporter  to  cover  tech¬ 
nology  in  the  Research  Triangle,  one  of 
the  most  dynamic  technology  regions  in 
the  country.  The  Research  Triangle  is  a 
hub  of  companies  that  are  reinventing 
the  Internet  and  telecommunications,  com¬ 
panies  such  as  Cisco  Systems,  Nortel 
Networks,  IBM  and  Ericsson.  The  suc¬ 
cessful  candidate  will  be  able  to 
demonstrate  an  understanding  of  tech¬ 
nology  and  a  passion  for  explaining  it  in 
a  thoughtful,  entertaining  and  pro¬ 
vocative  way  to  our  readers.  The  News 
&  Observer  last  fall  launched  a  new 
technology  section,  called  Connect, 
which  is  symbolic  of  our  mission  to  be 
the  leading  source  of  technology  news 
and  information  in  the  Research 
Triangle.  Send  a  resume  and  clips  to: 

Melanie  Sill.  Managing  Editor 
The  News  &  Obsen/er 
21 5  S.  McDowell  Street 
RO,  Box  191 
Raleigh,  NC  27602 


EDITORIAL 


SUNDAY  EDITOR  for  30,000  circula¬ 
tion  newspaper  covering  southeastern 
ME.  Must  be  qualified  to  manage 
dedicated  staff  of  1 1 ,  think  analytically 
and  creatively  and  have  strong  editing 
and  news  experience  to  help  coach 
reporters  and  guide  editors.  Must  have 
ability  to  enhance  news  presentation 
with  graphics,  photos,  illustrations 
using  pagination  and  related  systems. 
Resumes,  cover  letter  to: 

Rodney  G.  Doherty,  executive  editor 
Foster's  Daily  Democrat 
333  Central  Avenue,  Dover,  NH  03820 
rdoherty@fosters.com 

THE  NORTHERN  VIRGINIA  DAILY 
Virginia's  most  honored  small  daily 
newspaper  located  in  the  beautiful 
Shenandoah  Valley,  is  seeking  a  re¬ 
porter.  Position,  covering  hard  news 
beat  and  writing  features  allows  for 
creativity  in  a  team-oriented  newsroom. 
Send  resumes  and  samples  of  work  to: 

Bob  Wooten,  managing  editor 
PO,  Box  69,  Strasburg,  VA  22657 
Or  fax  to  (540)  465-9388 

THE  BROWNSVILLE  HERALD 
an  18,000  circulation  daily  in  a  fast¬ 
growing  city  on  the  Texas-Mexico 
border,  is  looking  for  reporters  to  join 
an  aggressive  staff  in  covering  stories 
ranging  from  community  news  to 
international  issues  that  affect  life  on 
the  border.  Respond  with  cover  letter, 
resume  and  writing  samples  to: 

George  Cox,  Editor 
The  Brownsville  Herald 
1 1 35  E.  Van  Buren,  Brownsville.  TX  78520 


EDITORIAL 


_ EDITORIAL _ 

THE  SOUTHERN  ILLINOISAN 
is  looking  for  a  copy  editor  with  equally 
strong  skills  in  editing  and  design  to 
work  on  its  fully  paginated  news  desk. 
Would  produce  a  variety  of  pages, 
possibly  including  page  one.  Must  have 
good  news  judgment  and  an  ability  to 
stay  calm  under  pressure  and  meet 
deadlines.  Web  experience  a  plus. 
Candidates  should  be  able  to  work  well 
with  others  and  be  willing  to  learn, 
share,  teach  and  grow.  Send  resume 
and  clips  as  soon  as  possible  to: 

Human  Resources  Manager 
Southern  Illinoisan 
PO.  Box  21 08 
Carbondale,  IL  62902 
EOE  M/F 

THE  UNIVERSITY  OF  SAN  DIEGO 
seeks  a  publications  writer  to  produce 
news,  features  and  profiles  for  univer¬ 
sity  publications.  Required:  B.A.  in 
journalism/related  field,  3  years  expe¬ 
rience,  excellent  writing  and  editing 
skills.  Experience  building  Web  pages 
preferred.  Submit  resume,  cover  letter, 
3  writing  samples,  3  references  to: 

University  of  San  Diego 
5998  Alcala  Park.  San  Diego,  CA  921 1 0 
(619)260-4626  EOE 

Job  #34996 
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EDITORIAL 


The  world’s  premier  publisher  of  business 
and  information  has  an  opportunity  available 
in  our  Washington,  DC  facility. 


News  WIRE 


COPY  EDITOR 

A  Dow  Jones  &  Co.  real-time  financial  newswire  based  in 
Washington,  D.C.,  seeks  copy  editors  to  improve  the  wire's 
writing  and  consistency.  Wire's  focus  is  corporate  SEC 
filings  coverage  and  industry  regulation.  Editors  need  at 
least  2  years'  editing,  proofing  and/or  reporting  experience. 

We  offer  a  competitive  salary,  excellent  benefits  and 
opportunities  for  advancement.  Qualified  candidates 
should  send  resumes  and  salary  requirements  to: 


Dow  Jones  &  Company 
Dept.  ME 
Box  34632 

Washington,  D.C,  20043 
www.dj.com/careers 
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HELP  WANTED 


VICE  PRESIDENT  AND  EDITOR 
The  Gazette  in  Colorado  Springs,  Col¬ 
orado  is  seeking  a  qualified  leader  for 
the  position  of  Vice  President  and 
Editor.  This  position,  reporting  to  the 
President  and  Publisher,  will  have  the 
responsibility  for  providing  leadership, 
strategic  direction,  and  management 
of  the  newsroom  operations  of  The 
Gazette  which  includes  a  newsroom 
staff  of  approximately  1 40. 

Qualified  applicant  will  present  for¬ 
ward-looking  leadership  skills,  includ¬ 
ing  the  ability  to  lead  organization 
change.  Candidate  will  present  a  pro¬ 
ven  ability  for  fostering  teamwork 
within  newsroom  operations  as  well  as 
with  all  other  business  divisions. 
Demonstrated  business  skills  required, 
to  include  budget  and  purchasing 
management  and  a  strong  knowledge 
of  news  and  editorial.  Must  have  an 
understanding  of  and  respect  for  the 
company's  libertarian  philosophy. 
Editor  is  responsible  for  staffing  alloca¬ 
tions.  major  coverage  decisions,  and 
serves  on  the  editorial  board.  This 
team  player  will  be  flexible,  particularly 
in  adapting  to  change.  The  person 
selected  for  this  position  will  be  an 
excellent  communicator  as  well  as  a 
skilled  strategic  planner  and  business 
partner. 

Preferred  candidate  will  possess  ten 
years  newsroom  leadership  experi¬ 
ence,  to  include  four  years  as  an  editor 
or  managing  editor,  in-depth  knowl¬ 
edge  of  newsroom  operation  and 
human  resource  management,  and 
present  exceptional  news  judgment. 
Competitive  market  experience  pre¬ 
ferred. 

Please  send  resume,  letter  of  intent, 
and  salary  expectations  to: 

Vice  President  Human  Resources 
The  Gazette 

30  South  Prospect  Street 
Colorado  Springs,  CO  80903 
Applications  will  be  accepted  through 
February  4, 2000. 

Equal  Opportunity  Employer 

TECHNOLOGY  REPORTER 
The  Asian  Wall  Street  Journal  seeks  a 
regional  technology  staff  writer  to  be 
based  in  Hong  Kong.  This  person  will 
be  responsible  for  writing  in-depth 
features  as  well  as  some  spot  news. 
The  foreign  posting  would  give  the  cor¬ 
respondent  a  chance  to  report  from  all 
over  Asia  on  technology  topics.  The 
successful  candidate  will  have  a  pro¬ 
ven  ability  to  generate  thoughtful  and 
original  stories.  Candidates  with  ex¬ 
pertise  in  writing  about  the  Internet, 
telecommunications  or  venture  capital 
are  preferred.  Experience  in  Asia  or 
overseas  is  a  plus.  Send  resume,  clips 
and  references  to: 

Managing  Editor  Peter  Stein 
The  Asian  Wall  Street  Journal 
G.PO.  Box  9825,  Hong  Kong 
Or  Fax  to  01 1  (852)  2834-5291 


SUN-SENTINEL,  SOUTH  FLORIDA 
The  Sun-Sentinel  of  South  Florida 
(240,000  daily,  350,000  Sunday)  has 
openings  for  experienced  editors  and 
reporters  in  its  Fort  Lauderdale 
newsroom. 

ASSISTANT  CITY  EDITOR/WEEKEND 
Plan  and  improve  the  quality  of  local 
stories  for  the  weekend  editions. 

BROWARD  COUNTY  REPORTER 
Cover  a  rapidly  growing  county  of 
more  than  1.5  million. 

EDUCATION  REPORTER 
Cover  the  Broward  County  school  dis¬ 
trict,  one  of  the  largest  in  the  nation. 

COMMUTING/TRANSPORTATION 

REPORTER 

Cover  transportation  trends  and  issues  on 
a  regional,  statewide  and  national  basis. 

GENERAL  ASSIGNMENT  REPORTER 
Cover  Broward  County  and  other  break¬ 
ing  news  and  local  issues. 

ASSISTANT  CITY  EDITOR/ 
CRIMINAL  JUSTICE 

Supervise  a  team  of  reporters  covering 
the  police  and  court  beats. 

To  apply,  please  send  resume  and  clips  to: 

Kathy  Pellegrino,  Recruitment  Editor 
Editorial  Division 
Sun-Sentinel 
200  E.  Las  OlasBIvd. 

Ft.  Lauderdale,  FL  33301 -2293 

THE  OSCEOLA  NEWS-GAZETTE 
a  28.000  twice-weekly  20  miles  south 
of  Orlando,  FL.  has  an  opening  for  a 
cops, 'city  reporter.  Must  be  creative 
and  aggressive  in  competitive  market. 
Send  resume  and  work  samples  to: 

Bill  Orben.  editor,  Osceola  News-Gazette 

PO.  Box  422068.  Kissimmee,  FL  34742 
The  newspaper's  fax  number  is  (407) 
933-6856.  The  newspaper's  E-mail 
address  is  Osceola@AOL.com 

ENTRY  LEVEL 

ENTRY-LEVEL  REPORTERS 
Our  reporters  work  hard,  compete  suc¬ 
cessfully  and  establish  a  solid  base  for 
their  careers.  We  re  a  25,000  circula¬ 
tion  PM  daily  looking  for  entry-level 
reporters  who  are  aggressive,  have  com¬ 
mon  sense  and  want  to  learn  about 
being  a  daily  newspaper  reporter. 

Send  resume  and  cover  letter  to: 

Rodney  G.  Doherty,  executive  editor 
Foster's  Daily  Democrat 

333  Central  Ave,  Dover,  NH  03820. 
rdoherty@fosters.com 


E(i-'SC.ASSF:E: 

the  newspaper 
^industry’s  meeting 
place. 

888.825.9149 


INFORMATION  SYSTEMS 


INFORMATION  SYSTEMS 


M  !  L  W  A  U  K  E  E 


INFORMATION  TECHNOLOGIES 
VICE  PRESIDENT  -  CIO 

The  Milwaukee  journal  Sentinel.  Wi.seonsin's  large.st  ciaiK’  news¬ 
paper,  has  an  opening  for  a  Vice  President  -  CK).  reporting  to  the 
Cliief  Pitianeial  Offic  er.  T  his  inclic  itlual  will  he  responsible  for  plan¬ 
ning,  clevelojiing  and  direc  ting  inipleinentation  of  tec  hnology  in 
support  of  the  eompanc  's  strategic  plan  and  all  functions.  The  VP 
is  responsible  for  determining  policy,  strategy,  standards  and  con¬ 
trols  for  compariy  technology  resources  in  order  to  position 
technology  as  a  strategic  resource.  T  hey  will  he  responsible  for  con¬ 
tract  cievelopmerit  and  vendor  negotiations.  This  individual  must 
have  the  ability  to  lead  a  diverse  information  scstem  employee 
group  of  appro.ximateh'  W)  empUnees  and  contribute  to  the  man- 
agemetit  team  going  forward. 

The  t|ualified  candidate  must  have  a  Bachelor's  degree  in  Com¬ 
puter  Science,  Management  Information  Systems,  or  Business 
with  an  emphasis  in  information  technologc’,  along  with  ten  (10) 
years  of  increasingh’  responsible  management  experience.  T  his 
would  include  substantial  experience  in  administration  and 
implementation  of  computer  based  technologies  for  a  large,  com¬ 
plex  organization.  A  Master's  degree  is  highly  desirable.  Specific 
experience  working  with  the  foilowing  publishing  systems  pre¬ 
ferred:  SB,  Harris.  Ccbergraphics  (Classified),  CKAC  Billing,  and 
N'ease-VC'ebher. 

The  .Milwaukee  Journal  Sentinel  Inc.  is  one  of  seven  sulxsidiaries 
that  make  up  Journal  Communications  Inc.,  an  empltnee-ow tied 
diversified  communications  companc'.  W'e  offer  a  competitive 
wage  and  comprehensive  benefits  package,  including:  Stock- 
ownership,  health,  tlental,  vision,  tOl(k).  pension  plan  and  tui¬ 
tion  reimbursement.  Please  forwarti  resume  and  salary  exitecta- 
tions  to: 

Journal  Sentinel  Inc. 

Attn:  Human  Resources 
333  W.  State  Street,  Milwaukee,  WI  53203 
Fax:  (414)  224-2897 

Journal  Sentinel  Inc.  is  an 

Equal  Opportunity  Employer  Supporting  Diversity  in  the  Workplace 


E&P  EMPLOYMENT  ZONE  CHART 

Use  zone  number  to  indicate  location  without  specific  identification 


HELP  WANTED 


INFORMATION  SYSTEMS 


AMERICAN  COMPUTER 
INNOVATORS,  INC. 

(ACI)  is  a  software  development  com¬ 
pany  located  in  Westford,  MA.  Our  flag¬ 
ship  product  OpenPages,  is  a  content 
management  solution  for  both  print  and 
online  media.  We  are  a  stable,  fast  grow¬ 
ing  company  in  an  industry  that  finan¬ 
cial  advisors  tout  as  the  fastest  growing 
market:  Internet  Infrastructure  Software. 
We  are  currently  searching  for  Applica¬ 
tions  Analysts  to  train  our  users  on 
OpenPages.  Candidates  must  possess 
strong  teaching  skills  as  well  as 
excellent  written,  verbal,  and  inter¬ 
personal  communication  skills.  Appli¬ 
cant  must  be  willing  to  travel  ex¬ 
tensively.  Understanding  of  newspaper/ 
magazine  workflow  and  understanding 
of  web  building  is  helpful  but  not 
required. 

If  you'd  like  to  expand  your  skills,  your 
experience,  and  your  opportunities  with 
one  of  the  country’s  most  innovative 
and  forward-thinking  companies,  join 
us. 

ACI  offers  excellent  salaries  and  great 
benefits.  Equity  participation  is  avail¬ 
able.  Apply  today! 

Send  a  resume  and  cover  letter  outlin¬ 
ing  your  future  goals  and  salary  require¬ 
ments  to: 

Sara  Cahillane,  Human  Resources 
ACI,  Inc. 

238  Littleton  Road.  Suite  101 , 
Westford,  MA01886 
Fax:  (978)  392-3457 
Email:  sarac@aci-openpages.com 

CHIEF  INFORMATION  OFFICER 
The  Seattle  Times,  Washington  state's 
largest  daily  newspaper,  seeks  a  Chief 
Information  Officer  to  manage  a  depart¬ 
ment  of  just  over  100  professionals 
working  within  a  complex,  information 
technology  environment.  Ours  is  a 
sophisticated,  multi-platform  environ¬ 
ment,  including  IBM  mainframe  Unix 
business  systems  and  a  diversity  of 
state-of-the-art  publishing,  telecom¬ 
munications,  network  and  desktop 
systems.  Major  initiatives  to  implement 
Sun  El 0000  systems  for  editorial  and 
advertising  are  just  a  few  examples  of 
our  commitment  to  technological  ex¬ 
cellence.  The  most  competitive  candi¬ 
date  will  have  extensive  publishing 
systems  experience,  enjoy  working  in  a 
team  environment  and  be  both  a  vis¬ 
ionary  and  pragmatic  in  moving  the 
infrastructure  in  support  of  strategic 
objectives.  The  Seattle  Times  is  part  of 
a  locally  owned  family  business  that 
prides  itself  on  journalistic  excellence 
and  a  commitment  to  community  and 
workplace  values.  We  offer  a  positively 
unique  leadership  team  experience 
along  with  an  attractive  compensation 
and  benefits  package.  To  pursue  your 
interest,  please  send  your  resume  to: 

Phyllis  Mayo 

Director  of  Human  Resources 
The  Seattle  Times 
PO.  Box  70.  Seattle,  WA  981 1 1 
Or  pmayo@seattletimes.com 


MARKETING 


THE  MANAGER  OF  ONLINE 
MARKETING  AND  SALES 
is  a  key  member  of  a  high-performing 
leadership  team  that  values  vision, 
energy,  accountability  and  a  sense  of 
humor.  Reporting  to  the  Vice  Presi¬ 
dent/New  Media,  this  director-level 
position  will  be  responsible  for  the 
strategic  and  tactical  management  of 
the  company's  online  sales  and  market¬ 
ing  group.  Primary  responsibilities 
include:  developing  new  revenue  pro¬ 
ducts  and  opportunities;  establishing 
revenue  forecasts,  online  sales  policies 
incentive  plans  and  product  pricing 
strategies:  creating  and  implementing 
cross-media  marketing  strategies  and  pro¬ 
motional  campaigns;  gathering  and 
leveraging  consumer  and  advertiser 
data;  gathering  and  leveraging  com¬ 
petitive  marketing  data;  and,  estab¬ 
lishing  and  implementing  online  con¬ 
sumer  and  advertiser  loyalty  programs. 
Requirements  for  this  high-visibility  posi¬ 
tion  include  a  Bachelor’s  degree  and  a 
proven  track  record  in  building  and 
managing  sales  and  marketing  teams; 
promoting  and  managing  online  brand 
strategy  for  multiple  product  lines; 
managing  a  multi-million  dollar  operat¬ 
ing  budget:  and.  achieving  aggressive 
revenue  goals. 

Viable  candidates  must  have  direct 
experience  in  sales,  sales  management, 
market  analysis,  marketing  communica¬ 
tions  and  brand  management.  They 
must  have  formal  education  in  marketing 
principles  and  three  years  experience  in 
an  emerging  business  or  online  environ¬ 
ment.  A  casual,  flexible  team  environ¬ 
ment  that  values  innovation,  creativity 
and  a  balanced  life. 

Competitive  compensation  package  and 
a  comprehensive  benefits  package  in  a 
stable  company.  Please  specify  job 
code:  99-549/AD-EP,'MN  on  your 
resume  and  send  to: 

The  Seattle  Times 
Employment-549/MN 
PO.  BOX  70.  Seattle,  WA  981 1 1 
Orfax  (206)  515-5560  EOE 

MARKETING  RESEARCH 

MARKETING  MANAGER 
The  Christian  Science  Monitor  is  look¬ 
ing  for  a  Marketing  Manager  for  its 
award-winning  Electronic  Edition.  Re¬ 
sponsible  for  developing  new  products 
&  services,  increasing  site  visibility  and 
use,  increasing  revenue  and  building  a 
community  of  web  site  users.  Should 
have  at  least  three  years  of  on-line 
marketing  experience  and  familiarity 
with  internet  technologies.  Experience 
in  the  newspaper  or  publishing  indus¬ 
try  is  preferred.  Salary  and  benefits  com¬ 
mensurate  with  the  Boston  market. 
Relocation  benefits  also  available. 
Please  forward  resume  to: 

Personnel 

The  Christian  Science  Monitor 
1 75  Huntington  Avenue,  A1 30 
Boston,  MA02115 
E-mail:  jobs@csps.com 
Fax:  (617)450-3856 


PRESSROOM 


ASSISTANT  PRESSROOM  FOREMAN 
(work  hours:  9  p.m.  to  5  a.m.) 

An  award  winning  newspaper  in  the 
mid-Atlantic,  circulating  over  100,000 
copies  daily,  has  an  immediate  need 
for  an  Assistant  Pressroom  Foreman. 
Successful  candidate  will  have  experi¬ 
ence  running  a  four  color  press  at  a  daily 
newspaper;  experience  with  personal  com¬ 
puter;  ability  to  troubleshoot,  exercise 
good  judgment,  and  make  sound  deci¬ 
sions  under  strict  deadlines  and  must 
be  well  versed  in  quality  standards. 
Experience  with  double-width  offset 
press  and  previous  supen/isory  skills 
preferred.  Send  replies  to: 

Box  01160,  Editor  &  Publisher 
1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 

_ EOE _ 

PRESS  FOREMAN 

Ideal  candidate  must  possess  a  solid 
work  history  which  reflects  strong  man¬ 
agement  and  motivational  leadership 
skills.  Candidate  must  have  pressroom 
supervisory  experience  in  newspaper  or 
related  industries.  Must  possess  strong 
mechanical  abilities,  be  knowledgeable 
in  quality  offset  web  printing.  Goss 
Urbanite  web  press  experience  pre¬ 
ferred. 

The  Daily  Herald  is  a  33,000  AM, 
Pulitzer  Community  Newspaper  located 
in  Provo,  Utah.  Provo  is  a  family 
oriented  community,  low  crime  area  at 
the  base  of  the  Rockies.  We  offer  a  com¬ 
petitive  salary  and  benefits  package 
including  health  and  dental  insurance, 
paid  vacations  and  a  401  (k)  plan. 

If  you  would  like  the  challenge  of  lead¬ 
ing  our  press  crew  to  new  heights,  have 
a  positive  attitude  and  want  to  work  in  a 
team-oriented  atmosphere,  send  your 
resume  and  salary  requirements  to: 

Larry  Hatch 

Production  Operations  Manager 
The  Daily  Herald 
1555  North  Freedom  Blvd. 

PO.  Box  71 7 
Provo,  UT  84603 

PRESSROOM  SUPERINTENDENT 
The  Post-Star,  a  38,000  daily  in  Glens 
Falls,  New  York  seeks  a  pressroom 
superintendent  for  our  ten-unit  Ur¬ 
banite  operation,  the  successful  can¬ 
didate  must  be  well  versed  in  print 
quality  standards,  preventive  main¬ 
tenance  techniques,  and  training. 
Management  experience  in  a  newspa¬ 
per  environment  is  a  must,  in  com¬ 
mercial  printing  a  plus.  Will  be 
responsible  for  a  staff  of  nine,  non¬ 
union  employees. 

Glens  Falls  is  situated  on  the  edge  of 
the  Adirondack  Mountains,  in  one  of 
the  most  desirable  vacation  spots  in 
the  northeast.  If  you  are  an  outdoor 
person,  this  is  the  place  for  you.  Hik¬ 
ing,  snow  skiing,  water  sports,  hunting, 
and  fishing  opportunities  abound. 
Excellent  pay  and  benefits.  Send 
resume  and  salary  expectations  to: 

Sam  Gayle,  Operations  Director 
Glens  Falls  Newspapers,  Inc. 

RO.  Box  21 57,  Glens  Falls,  NY  1 2801 


"The  newspaper  can  become  the  rock  of  the  community,  separating  water-cooler  talk  from  the  truth." 

-Dan  Rather,  CBS  News  anchor,  1998 


PRODUCTION/TECH 


DIRECTOR  OF  OPERATIONS 
Midwestern  newspaper  with  circulation 
of  400,000  daily  and  500,000  Sunday 
is  seeking  a  Director  of  Operations  for 
its  state-of-the-art  production  facility. 
Responsible  for  pre-press,  press  and 
post-press  related  areas.  Primary 
responsibilities  are  to  establish  print 
quality  standards  and  ensure  com¬ 
pliance,  monitor  productivity  and 
workflow  issues,  and  guide  managers 
in  the  development  of  specifications 
for  equipment  and  materials  used  in 
the  production  process.  Works  well 
with  other  divisions  to  meet  the  needs 
of  internal  customers  to  ensure  a  lead¬ 
ership  position  in  innovative  sen/ice  to 
advertisers  and  subscribers.  Reports 
to  the  President  and  Publisher. 

Qualified  candidates  will  have  a  suc¬ 
cessful  history  of  newspaper  industry 
operations/production  experience  in  a 
management  capacity.  Strong  ana¬ 
lytical,  communication,  organizational 
and  other  leadership  skills  are 
required,  along  with  well-refined 
interpersonal  skills  and  the  ability  to 
manage  a  workforce  of  approximately 
325  union  and  non-union  employees. 
Must  have  the  ability  to  assess  new 
technology  and  analyze  its  impact  on 
the  existing  operation  and  its  future. 

We  offer  a  competitive  salary  com¬ 
mensurate  with  experience,  along  with 
a  comprehensive  benefit  package.  To 
apply,  please  forward  resume  with 
salary  requirements  to: 

Box  01149,  Editor  &  Publisher 
1515  Broadway,  12th  FI.  NY,  NY  10036 
We  are  an  Equal  Opportunity  Employer 

DIRECTOR  PRODUCTION: 
80,000  Daily,  120,000  Sunday  is  seek¬ 
ing  person  with  strong  management 
and  communication  skills  to  assume 
leadership  of  unionized  production 
facility  for  Northeast  paper.  Daily 
manage  press  and  mail  rooms,  plant 
facilities,  maintenance  and  distribution. 
Must  have  demonstrated  success  in 
people  management,  budgeting,  TQM. 
cost  control  and  communicating  with 
all  levels.  Send  resume  to: 

candrus@world.std.com 
Orfax  (617)  247-4713 

PUBLIC  RELATIONS 

MEDIA  RELATIONS  SPECIALIST 
NATIONAL  DISTRICT  ATTORNEYS 
ASSOCIATION  (NDAA) 

Manage  media  relations  for  NDAA, 
develop  publications  and  provide  train¬ 
ing  and  technical  assistance  on  the 
goals,  philosophies,  and  priorities  of 
NDAA  and  America's  prosecutors. 
Candidate  must  have  BS/BA,  5-i-  years 
experience  in  PR  or  related  field,  pre¬ 
ferably  working  with  large  media,  and 
excellent  writing  and  interpersonal 
skills.  Experience  or  knowledge  of  pro¬ 
secution  desired.  Send  cover  letter, 
resume,  salary  requirement  and  work 
samples  to  Personnel,  Suite  510,  99 
Canal  Center  Plaza,  Alexandria,  VA 
22314.  Fax  (703)  836-3195. 

Closing  date  1/31/2000 
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POSITIONS  WANTED 


ADMINISTRATIVE 


RETAIL  SALES  MANAGER 
One  cf  America's  fastest-growing  news¬ 
papers  is  seeking  a  Retail  Sales  Man¬ 
ager.  Position  will  include  managing  and 
motivating  a  staff  of  8  sales  executives.  If 
you're  willing  to  work  in  the  most  com¬ 
petitive  newspaper  market  in  the  country 
and  have  5-t-  years  management  experi¬ 
ence  of  an  outside  sales  staff,  we'd  like 
to  talk  to  you.  Candidates  must  be 
highly  motivated,  with  great  coaching 
skills,  and  the  ability  to  see  and  seize 
opportunities.  Competitive  salary,  MBO, 
bonus  plan  and  generous  benefit  pro¬ 
gram. 

THE  DENVER  POST 
Colorado's  largest,  and  one  of 
America's  fastest  growing  newspapers 
A  Media  News  Group  newspaper 
Reply  to: 

The  Denver  Post 
Retail  Sales  Manager  Position 
1 560  Broadway,  Denver  CO,  80202 
Or  fax  (303)  820-1214 
Equal  Opportunity  Employer 
Employment  offers  are  contingent  upon 
the  applicant  undergoing  and  passing  a 
pre-employment  drug  screen 


PUBLISHING/PRINTING  EXECUTIVE, 
age  50  seeking  position  as  General 
Manager,  Project  or  Accounting  Manager 
in  Zones  2, 3, 4.  For  additional  details: 

Fax:  (815)  648-2856 
E-mail:  graphic@stans.net 


ADVERTISING 


SEASONED  MEDIA  PRO  looking  for 
management  position  in  Zone  9.  Strong 
print  and  broadcast  sales  background. 

Call  John  (909)788-9417. 


CIRCULATION 


CIRCULATION  CONSULTANT,  weeklies, 
dailies,  metros.  Short  or  long  term. 
Circulation,  mailrooms,  transportation,  pro¬ 
motions,  reader  contests. 

Call  Vince  Fusco  at  21 0-661  -571 2  or 
E-mail:  vfusco@express-news.net 


J-c-l’  /i().\  NI-I.riKS  IX) 


REPORTER  with  experience  in  all  writ¬ 
ing  styles  seeks  opening  with  daily  or 
weekly  newspaper.  Am  willing  to 
relocate  and  start  immediately.  Have 
studied  Spanish  for  8  years  and  lived 
at  college's  Spanish  House  for  3. 
Interested?  Please  contact  me  at: 


Editor  &  Publisher 
Classified  Ad  Dept. 
ISIS  Broadway  12tli  Floor 
New  Sork.  NY  10036 


(609)601-1595  s28plu@eticomm.net 
for  interview 


AWARD-WINNING  versatile  editor 
seeks  challenging  new  opportunity. 
Contact  Len  (305)  932-3954 


It's  a  Classified  Secret! 


We'll  never  reveal  the  identitv  of  an  E&P  box  holder 


editorCTublisher. 

NEWS  makes  the  difference  ■ 


_  liditor  &  Publisher  is  IV'OT  a  monthly 

journalism  review. 

_ editor  &  Publisher  is  NOT  a  monthly 

association  house  organ. 

_ editor  &  Publisher  is  NOT  sponsored 

by  a  university,  society  or  foundation. 

_ editor  &  Publisher  IS  the  only  independent 

weekly  NEWS  magazine  covering  the  newspaper  industry 


EDITOR  &  PUBLISHER 
ISIS  Broadway  12th  Floor 
New  York,  NY  10036 
Phone:  888-825-9149 
Fax:  212-5.36-8800 


CLASSIFIED  ADVERTISING 
INFORMATIDN 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 


POSITIONS  WANTED 

(includes  online  posting) 


1  week . 

. $11.75 

1  week  . 

. $5.50 

2  weeks  . 

. $10.35 

2  weeks  . 

. $4.60 

3  weeks  . 

. $9.05 

3  weeks  . 

. $3.80 

4  weeks  . 

. $7.85 

4  weeks  . 

. $3.40 

I  ■  ! 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 


BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  S7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


1  week  . $121  pci 

2  weeks  . $110  pci 

3  weeks  . $104  pci 

4  weeks  . $100  pci 


PAYMENT 


Make  check  payable  to  Editors  Publisher 
—  BSS!er!S!SI  c^^rge  to  your  American  Express. 
V7S4'  MasterCard  or  Visa  Please  supply  name 

.  ’(Hipr  on  card,  account  number,  expiration  date 

and  card  holder’s  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 


TD  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 


Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

1515  Broadway,  12th  Floor,  New  York,  NY  10036 
FAX:  (212)536-8800 
E-Mail:  hazelp@mediainfo.com 
miche(ea@mediainfo.com 
Lisad@mediainfo.com 


QUESTIONS? 


VOICE:  (888)  825-9149  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Flazel  Preuss 
Michele  Appello 
Lisa  Dixon 

FAX:  (212)  536-8800  or  E-mail:  hazelp@mediainfo.com  anytime. 
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www.mediainfo.com 


Order  Now! 

fou'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
'r.ternational  Year  Book,  the  encyclopedia  of  the  newpoper  industry.  Part  1  provides  the  most 
ap-to-date  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications. 
And  Part  3  is  o  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quontitative  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...graduation  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  and  demographic  projections  and  much  more! 


All  TITIES  NOW  AVAIIABIE  ON  CD-ROM.  For  faster  service 
or  for  information  on  our  CD-ROMs,  call  1-888-612-7095. 


1 


.....I.. 

yExrbook- 

ANNUAL  DIRECTORIES 

YKARlioOK  ^  ^  ^ 

?  r.  /  All  the  critical  data 

you  need  right 
.X  ^  MARKET  at  your  fingertips! 

f  .  OilUE  '  .  ^  ^ 

N  faster  service/ or  for  information 

on  our  CD-ROMs,  call  toll-free 
Idl)  1-888-612-7095 


POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Publisher 
INTERNATIONAL  YEARBOOK 

1515  BROADWAY 

NEW  YORK  NY  10109-0025 
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POSTAGE  WILL  BE  PAID  BY  ADDRESSEE 

Editor  &  Publisher 
MARKET  GUIDE 

1515  BROADWAY 

NEW  YORK  NY  10109-0025 
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National  advertising  grows  3% 

National  advertising  advanced  3%  in  November,  but  the  reduced  declined  7%.  according  to  exclusive  £<feP/Competitive  Media 
number  of  Sundays  in  the  month  —  four  compared  with  five  Reporting  ad  linage  indices  for  November. 

Sundays  in  November  1998  —  skewed  comparisons  between  the  Despite  one  less  Sunday  in  the  month,  the  November  figures 
two  years.  With  a  disproportionate  amount  of  advertising  appearing  showed  the  computer  stores  category  of  retail  advertising  leaping 
on  Sundays,  classified  declined  2%,  retail  declined  6%,  and  inserts  61%  and  the  computer  stores  category  of  inserts  jumping  26%.  ■ 


The  November  E&P/CMR  newspaper  advertising  indices 


ITnl  wov 


Aulo  Dealer  Associations 
Banks/Credit  Cards 
Computers  &  Software 
Corporate/Olfice/Other 
Factory  Ardomotive 
Food  &  Household 
Gowmment/Political 


NXnOliALROP  INDEX 


Hotels  8.  Resorts 

Insurance 

Investments 

Mailorder 

Motion  Pictures 

Travel  &  Tourism 

Utilities  &  Communications 


NOV  99  VS.  NOV  9S  3% 


Due  to  comparing  tour  Sundays  in  November  1999  with  five  Sundays  in  November  1998.  the  November 
1999  inches  may  represent  lower  volume  than  their  comparable  November  1998  inches  The  effects  of  this 
are  evident  in  the  Hotels  &  Resorts  and  Travel  &  Tourism  categories,  which  are  traditionally  Sunday*domi* 
nant  categories.  The  year-to-date  advertising  linage  represents  the  same  48  Sundays  year  over  year. 


I  f  NATIONAL  ROP  ADVERTISING  INDEX 


Building  Materials 
Computn  Stores 
Consumer  Electronics 
Department  Stores 
Discount  Stores 


-6%  -8% 
16%  26% 
36%  11% 

-1%  -3% 


Food  &  Household  (CMO) 
Food  Stores 
Furniture  &  Accessories 
Office  Supply  Stores 
Other  Inserts 


7%  -13% 

13%  7% 

11%  -18% 
45%  33% 


— 

;  PRE  PRINTED  INSERT  INDEX  I 

^22^9  NOV  99  vs.  NOV  98  -T^li 

The  advertising  volume  losses  in  November  1i 
Furniture  &  Accessories  categories  represent  | 
and  Consumer  Electronics  categories  experien 
comparison  of  only  four  Sundays  in  Novembe 
remains  well  above  last  year's  levels  in  year-to 

999  tor  the  Department  Stores,  Discount  Stores,  and 
primarily  Sunday  advertising  volume.  The  Computer  Stores 
iced  strong  Pre-Printed  Insert  advertising  linage  despite  the 
r  1999  to  live  Sundays  in  November  1998.  The  Index 
i-date  Pre-PrInted  Insert  advertising  linage. 

^  PRE-PRINTEO  INSERT  ADVERTISING  INDEX  i 

HETAH.  CATEGORIES  Bffil  NOV^Brem  C^HEGORgS  NOV 


Apparel  S  Accessory  Stores 


Books  &  Stationery  Stores 


Building  Metals 
Computer  Stores 
Consumer  Electianics 

Department  Stores 


RHAIL  ROP  INDEX 


Food  Stores 
Furniture  &  Accessories 
Jewelry  Stores 
Office  SuH)ty  Stores 
Sporting  Goods  Stores 


NOV  99  VS.  NOV  98  -6% 


Many  of  the  Retail  ROP  categories  were  negatively  affected  by  the  comparison  of  four  Sundays  in 
November  1999  to  five  Sundays  in  November  1998.  This  was  clearly  evident  in  the  Consumer  Electronics. 
Department  Stores.  Discount  Stores.  Office  Supply  Stores,  and  Sporting  Goods  Stores  categories.  Despite 
having  one  fewer  Sunday  in  November  this  year,  the  Computer  Stores  category  continued  to  post  strong 
advertising  linage. 


RETAIL  ROP  ADVERTISING  INDEX 


i  ■iIi'.Uctlt.L.yWYTD 


Automotive 

Education 

Other  Display  Classified 


Real  Estate 
Recmilmei* 


11%  -7% 

-8%  -12% 


Tim  YTD4% 


I  NOV  99  VS.  NOV  98  -2% 


The  overall  Display  Classified  ROP  Index  continued  to  surpass  last  year's  advertising  volume  levels  for  year- 
to-date  advertising  linage  The  Automotive  and  Education  categories  were  strong  again  in  November  despite 
the  comparison  of  only  four  Sundays  in  November  1999  to  five  Sundays  in  November  1998  On  a  per-week 
basis,  the  Real  Estate  category  continued  its  strong  year-to-date  advertising  Image  volume  as  well 


DISPLAY  CUSSIFIEO  ROP  ADVERTISING  INDEX 
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wvvw.mediainfo.com 


JANUARY  24.  2000  EDfTOR  &  PUBLISHER  41 


r-  “ 


105.32 


132.40hl3.58 


120.80 


Real  EsMi- 
Recruilment 


marketing& 


National  advertising  grows  3% 

National  advertising  advanced  3';^  in  November,  but  the  reduced  declined  7Vf.  according  to  exclusive  /:c\i/VCompetiti\e  Media 
number  ot  .Sundays  in  the  month  —  four  compared  with  five  Reporting  ad  linage  indices  for  November. 

Sundays  m  November  1 998  —  skewed  comparisons  between  the  Despite  one  less  Sunday  in  the  month,  the  November  figures 
two  years.  With  a  dispropoilionate  amount  of  adveilising  appearing  showed  the  computer  stores  category  of  retail  advertising  leaping 
on  Sundays,  classified  declined  2^3.  retail  declined  .  and  inseils  61'(  and  the  computer  stores  category  of  inserts  jumping  .  ■ 


The  November  £<&P/CMR  newspaper  advertising  indices 


Airlines 

Auto  Dealer  Associations 
Banhs/Credit  Cards 
Computeis  &  Software 
Corporate/OHice/Otner 
Factory  Automotive 
Food  &  Flousehold 
Government/Polilical 


1%  -20% 
29”„  IS”. 


YTD  !  : 

Hotuls  &  Resorts 

0“, 

-9“ 

Insurance 

-15% 

21% 

Investments 

23“ 

IT 

Mail  Order 

15% 

33% 

Molion  Pictures 

1". 

-12“ 

Travel  &  Tourism 

6% 

-19% 

Utilities  &  Communicatfons 

9'- 

26“ 

Apparel  &  Accessory  Stores 
Auto  Supply/Repair 

Bocks  4  St’jl . ery  Stores 

Building  Materials 
Computer  Stores 
Consumer  Electronics 
Department  Stores 


Dc  .-rSlores 
Drug  Stores 

-  •  Styce 

Furniture  &  Accessories 
Jewelry  Stores 
Office  Supply  Stores 
Sp.jilii  ;  Goods  Stores 


-16“ 

-41%  -10% 


Due  to  comparing  lour  Sundays  in  November  1999  ivitti  I've  Sundavs  in  November  1998  the  November 
1999  inches  may  represent  lower  volume  than  their  comparable  November  1998  inches  The  effects  of  this 
are  evident  in  the  Hotels  &  Resorts  and  Travel  &  Tourism  categories  which  are  tiadilionally  Sunday-domi- 
nanl  categories.  The  year-to-date  advertising  linage  represents  the  same  48  Sundays  year  over  year 


Many  of  the  Retai'  ROP  categories  were  negatively  attected  by  the  comparison  ot  lour  Sundays  in 
November  1999  to  five  Sundays  in  November  1998  This  was  clearly  evident  in  the  Consumer  Electronics. 
Department  Stores.  Discount  Stores  Office  Supply  Stores  and  Sporting  Goods  Stores  categories  Despite 
having  one  fewer  Sunday  in  November  Ibis  year  the  Computer  Stores  category  continued  to  post  strong 
advertising  Image 


0  ' - ’ — ■ — 

JAN  FEB  MAR 

APR 

MAY 

1998  100.00  103.84  122.36 

113.09 

122.75 

1999  110.98  11316  129.21 

118.75 

129.16  1 

1 _ Lytd  . 

Building  Materials 

Computer  Stpres 

Consumer  Electronics 
Department  Stores 

Discount  Stores 

Drug  Stores 

■6“.. 

16% 

36“.. 

-1% 

-4"o 

9% 

-8".. 

26% 

-3% 

-25“ 

-12% 

I 

YTD 

1  Foods.  Household iCMOl 

7“. 

-13“ 

,  Food  Stores 

13% 

7% 

1  Furniture  8.  Accessories 

tl' 

-18" 

.  Office  Supply  Stores 

45% 

33% 

1  Other  Inserts 

3“., 

13“.. 

Sporting  Goods  Stores 

5% 

-9% 

The  advertising  volume  losses  in  November  1999  for  the  Department  Stores.  Discount  S'ores.  and 
Furniture  &  Accessories  categories  represent  primarily  Sunday  advertising  volume  The  Computer  Stores 
and  Consumer  Electronics  categories  experienced  strong  Pre-Pnnted  Insert  advertising  Image  despite  the 
comparison  of  only  four  Sundays  in  November  1999  to  five  Sundays  in  November  1998  The  Index 
remains  vyell  above  last  year's  levels  m  year-to-date  Pre-Prmled  Insert  advertising  Image 


_  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

19m|i1».00|i01.29  110.72jl11.72  130.39  109.66  104.68  115.60  117.23  12931  156  33j  184.11 1 

1 1999|l03.18ll03.21  108.621 108.70  124.37  108  87  105  48  111  03  118.52  129.83  147  431 


YTOJ 

Automotive 

Education 

Other  Display  Classified 

6' 

7% 

r 

4% 

J  YTD  4% 


The  overall  Display  Classified  ROP  Index  continued  to  surpass  last  .ear  s  advertising  voUime  levels  tor  year- 
to-date  advertising  linage  The  Automotive  and  Education  categories  were  strong  again  in  November  despite 
the  comparison  ot  only  tour  Sundays  m  November  1999  to  five  Sundavs  m  November  1998  On  a  oer-v;eek 
basis  the  Real  Estate  category  confnued  its  strong  year-to-date  advertising  image  volume  as  vvell 


0  JAN  FEB  MAR  APR  MAY  JUN  JUL  AUG  SEP  OCT  NOV  DEC 

»99|l00.0o|l17.75|l49.43l  138.56jl63.78]l28.46|l09.38|l63.41  |l39.91  1 138.95 1236.77 
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Making  good  on  ads  gone  bad 

ADVERTISING  DIRECTORS  FOLLOW  FIRM  RULES  —  AND  DEFY  THEM  BY  JOE  NICHOLSON 


When  a  disgruntled  adver¬ 
tiser  demands  a  make¬ 
good.  many  ad  directors 
say  the  decision  to  com¬ 
ply  or  not  is  based  on  firm 
rules  —  and  the  wisdom  to  know  when  to 
ignore  the  rules. 

The  rules  dictate  that  a  replacement  ad 
should  be  run  if  the  newspaper  was  at  fault  for 
failing  to  fulfdl  its  commitment  in  a  funda¬ 
mental  way.  When  a  paper's  fault  is  unclear, 
an  ad  director  must  make  a  judgment  call. 

Even  when  a  complaint  has  little  merit, 
some  ad  directors  give  a  make-good  to  avoid 
losing  a  longtime  customer. 

“Typically,  we  give  a  first-insertion  make¬ 
good  if  the  error  in  the  ad  means  the  ad  is  not 
at  all  serviceable."  said  Jeanie  Enyart.  vice 
president  for  marketing  and  advertising  at 
The  State  in  Columbia.  S.C.  “If  all  means  of 
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PROGRAMMING 
MASTER  PLANNING 
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I  believe  if  we  make  our  decisions  based  on 
what  is  in  the  best  interest  of  our  clients,  it  will 
prove  to  be  in  our  best  interest  in  the  long  run. 

Dario  D.  D.  DiMare.  AIA 
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contact  were  left  out  of  the  ad,  we  would  give 
a  complete  make-good. 

"There  is  no  hard  and  fast  rule;  we  try  to 
use  good  judgment  and  work  with  the  adver¬ 
tiser  to  meet  their  needs."  declared  Enyart. 
For  example,  she  might  grant  more  than  one 

You  have  to  use 
judgment.  What 
we  would  look  for 
there  Is  a  pattern: 

Does  the  account 
or  the  sales  rep 
have  a  pattern? 

—  James  Rowley 

insertion  if  an  out-of-state  advertiser  didn't 
have  an  opportunity  to  see  an  erroneous  ad. 

James  Rowley,  vice  president  for  market¬ 
ing  at  The  Arizona  Daily  Star  and  the  Tucson 
Citizen,  which  are  run  under  a  joint  operating 
agreement,  said  a  make-good  “has  to  be  pro¬ 
portional  to  the  error."  He  explained:  “If  there 
is  a  double-truck  ad  with  one  wrong  item, 
we’d  just  rerun  the  incorrect  portion.”  That 
approach  will  satisfy  most  customers,  he  said. 
Rowley's  toughest  decisions  come  when 


When  Dynegy  Inc.,  a  Houston- 
based  gas  and  power  company, 
wanted  to  publicize  its  merger 
with  Illinova  Corp.  of  Decatur,  Ill.,  it 
purchased  a  large  display  ad  in  The  New 
York  Times. 

But  when  the  merger  was  postponed,  no 
one  informed  the  Times,  which  ran  the  ad  in 
its  Jan.  6  issue. 

A  Dynegy  statement  suggested  there 
might  have  been  some  fault  at  the  Times, 
saying  the  ad  had  been  “prematurely  print¬ 
ed.”  The  ad  declared,  “lllinova’s  stock 
symbol  (NYSE:  ILN)  is  no  longer  active.” 


there  is  disagreement  between  his  sales  rep 
and  his  advertiser  over  who  was  at  fault  — 
such  as  whether  or  not  the  advertiser  had 
made  a  proof  correction. 

“You  have  to  use  judgment.”  said  Rowley. 
“What  we  would  look  for  there  is  a  pattern: 
Does  the  account  or  the  sales  rep  have  a  pat¬ 
tern?  Ultimately,  what  we  want  to  do  is  pre¬ 
serve  the  relationship  with  the  customer.” 
Still,  there  are  limits.  Running  an  ad  on  the 
wrong  day  would  be  sufficient  for  a  make¬ 
good,  he  said,  but  ad  position  would  not  — 
unless  the  position  had  been  guaranteed. 

Leonard  C.  Martin,  director  of  advertising 
at  the  Idaho  State  Journal  in  Pocatello,  does 
not  normally  provide  a  make-good  when  an 
advertiser  complains  about  ad  placement.  “I 
wouldn’t  say  never,  but  it  is  unusual.”  he  said. 

As  for  a  make-good  demand  based  on 
color.  Martin  said,  “If  they  ordered  red,  and  it 
came  out  green,  then  we  would  look  at  doing 
the  ad  a  second  time.  If  they  ordered  blood 
red.  and  it  came  out  slightly  off-color,  we 
would  probably  not  make  good.” 

At  careful  papers,  make-good  demands  are 
not  steady,  said  Martin,  who  added,  “It’s  not 
unusual  to  go  for  a  week  or  two  without  hav¬ 
ing  any  problem.” 

An  ad  director  should  size  up  “how  much 
problem  has  the  error  caused.”  advised  Martin, 
who  said  a  paper  can  usually  get  “more  than 
halfway”  to  customer  satisfaction  with  a  rea¬ 
sonable  attitude  and  a  willingness  to  listen.  ■ 


However,  Times  spokeswoman  Nancy 
Nielsen  said,  “We  never  got  a  call  cancel¬ 
ing  the  ad.”  The  Times  requires  a  cancella¬ 
tion  call  followed  up  in  writing  by  e-mail 
or  fax.  Nielsen  would  not  reveal  the  price 
of  the  ad  but  said  similar  promotions  run 
about  $81,000. 

She  said  Dynegy  had  not  sought  any  rec¬ 
ompense  for  the  ad  and  that  Dynegy  would 
have  to  pay  again  if  it  wanted  to  run  a  post¬ 
merger  ad. 

In  an  interview,  Dynegy  spokesman 
John  Sousa  would  not  comment  on  whose 
fault  the  mistake  had  been.  —  Joe  Strupp 
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No  $81 ,000  make-good  in  N.  Y.  Times 


syndicates 


Web  executive  to  syndicates: 

Please  give  me  FTP  —  ASAP 

BUT  SYNDICATES  FEEL  THEY’RE  MEETING  ONLINE  TRANSMISSION  NEEDS  BY  DAVE  ASTOR 


“If  you  don’t  offer  it  via  FTP,  don’t 
call  me." 

hose  words  rhyme,  but  the 

newspaper  Web  executive  who 
said  them  sees  no  rhyme  or  rea¬ 
son  for  buying  a  lot  of  syndicated 
content  when  he  feels  so  little  of 
it  arrives  via  fde  transfer  protocol. 

But  syndicates  contacted  for  their  respnmse 
said  they  do  in  fact  offer  FTP  among  their  var¬ 
ious  transmission  options  or  are  working  to 
develop  other  protocols  that  may  be  better. 

The  FTP-seeking  exec  is  Ronald  Dupont  Jr., 
general  manager  for  Web  publishing  at  the  St. 
Petersburg  (Fla.)  Tunes.  His  bailiwick  includes 
the  paper’s  electronic  edition  (http://www 
.sptimes.com)  and  online  arts  and  entertain¬ 
ment  guide  (http://www.tampabay.com). 

Dupont,  who  contacted  E&P,  said  certain 
material  —  such  as  Universal  Press  Syn¬ 
dicate’s  interactive  crossword  puzzle  — 
“lends  itself  to  coming  to  us  as  a  Web  package 
that  we  link  to.” 

But,  he  added.  “1  run  into  problems  when  1 
want  written  content  and  photos.  Some  news¬ 
papers  don’t  mind  linking  to  Web  sites  or 
don’t  mind  getting  preformatted  Web  pack¬ 
ages.  But  more  and  more  newspapers  don’t 
use  entire  packages.  We  want  to  pick  and 
choose  from  the  packages,  just  as  the  print 
side  does  when  it  gets  stuff  over  the  wire.” 

This  is  where  more  FTP  would  help,  Dupont 
continued.  “1  don’t  have  time  for  my  editors  to 
spend  hours  each  morning  hunting  and  pecking 
through  material  to  cut/paste  into  Web  pages.  If 
the  syndicates  would  also  offer  the  material  on 
FTP  sites  with  a  naming  scheme,  my  program¬ 
mers  could  write  code  that  automatically 
would  go  out  each  day  and  say,  ‘L,ook  for  the 
story  named  X  and  place  it  on  such-and-such 
page  in  the  top  right-hand  spot.’” 

Dupont  said  syndicates  should: 

•  Automatically  offer  all  their  content 
three  ways  —  "Quark,  preformatted  Web  site, 
and  FTP.” 

•  Hire  more  programmers  who  are  famil¬ 
iar  with  dealing  with  Web  sites,  not  Just  print 
newspapers. 

•  Employ  more  sales  reps  who  are  famil¬ 
iar  with  the  basics  of  HTML  (hypertext  mark- 
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up  language)  and  the  way  Web  sites  work. 

Dupont  did  note  that  there  are  some  syndi¬ 
cate  reps  who  know  Web  sites  “inside  and  out.” 

Does  Dupont  buy  any  syndicat¬ 
ed  material?  He  recalled  that,  in 
1999,  he  used  Universal’s  puzzle 
and  United  Media’s  horoscopes, 
but  little  else  from  syndicates. 

If  he  could  get  the  content  via 
FTP,  Dupont  added,  he  would  con¬ 
sider  buying  syndicated  material 
covering  such  areas  as  autos,  boat¬ 
ing.  cooking,  employment,  fishing, 
gardening,  real  estate,  and  taxes. 

What  about  doing  business 
with  the  Web  syndicators  that 
have  sprung  up  during  the  past 
few  years?  “We  most  definitely  will  be  using 
ScreamingMedia  down  the  road,”  Dupont 
replied.  "They  get  the  Web.” 

But  a  number  of  older  syndicates  feel 
they  “get”  the  Web.  too.  And  at  least  some 
have  “got”  FTP  in  their  menu  of  transmis¬ 
sion  options. 

“We  offer  all  of  our  online  products  by 
FTP,”  said  Steve  Christensen,  senior  vice 
president  of  new  media  for  the  Los  Angeles 
Times  Syndicate.  “It’s  very  popular.  We  both 
send  products  by  FTP  and  have  an  FTP  serv- 


When  E&P  was  put  on  hold  while  phon¬ 
ing  the  Chicago  Sun-Times,  a  promotional 
announcement  came  on  advising  callers  to 
“jump  start  your  week”  with  the  newspaper. 

But  the  paper  had  no  intention  of  using  the 
“Jump  Start”  comic  to  give  promotional  help 
to  its  Chicago  Tribune  rival. 

“Jump  Start”  creator  Robb  Armstrong  did 
a  weeklong  tribute  to  Charles  Schulz  in 
which  a  cartoon  version  of  the  “Peanuts”  cre¬ 
ator  was  in  the  hospital  where  the  Marcy 
character  works.  The  humor  focused  on  a 
hospital  staffer  who  thought  Schulz  was  a 
peanut  farmer. 

But  Sun-Times  Editor  in  Chief  Nigel  Wade 
didn’t  find  it  funny  that  a  comic  in  his  pages 
paid  tribute  to  a  comic  carried  by  the 


er  from  which  clients  can  retrieve  material  at 
their  convenience.” 

Tribune  Media  Services  Director  of  Tech¬ 
nology  Jay  Brodsky  said  TMS 
has,  since  the  mid-1990s,  offered 
Web-based  and  print-originated 
products  to  newspaper  sites  via 
various  transmission  methods.  He 
noted  that  some  sites  “like  every¬ 
thing  preformatted”  while  others 
have  the  staff  and  desire  to  cus¬ 
tomize  syndicated  material. 

Brodsky  said  TMS  feels  there 
are  some  problems  with  FTP 
when  there  are  multiple  streams  of 
providers  and  clients  involved  (as 
is  the  case  with  syndication).  So, 
two  years  ago,  TMS  joined  with  Microsoft, 
Adobe,  CNET,  Sun  Microsystems.  National 
Semiconductor,  and  several  other  companies 
in  an  initiative  called  the  Information  & 
Content  Exchange  (ICE). 

"The  intent  of  ICE  is  to  provide  a  standard¬ 
ized  way  for  the  automated  exchange  of  infor¬ 
mation  between  Web  services.”  said  Brodsky, 
adding  that  TMS  hopes  the  ICE  effort  will 
enable  it  to  begin  offering  a  protocol 
based  on  XML  (extensible  markup  lan¬ 
guage)  sometime  this  year.  ■ 


Tribune.  “‘Peanuts’  is  in  another  paper 
directly  competing  with  us,”  he  told 
E&P.  “You  might  as  well  ask  why 
CBS  didn’t  ballyhoo  the  last  episode 
of  NBC’s  ‘Seinfeld.’” 

Wade  added  that  he  knows  of  no 
reader  complaints  about  the  Sun-Times 
action,  which  included  a  decision  to 
run  older  “Jump  Start”  strips  instead. 

Armstrong’s  reaction  to  what  the 
Sun-Times  did?  “I’m  disappointed, 
but  I  understand  their  business  prac¬ 
tices,”  he  said. 

The  cartoonist,  whose  strip  appears 
in  .350  newspapers  via  United  Media 
(which  also  syndicates  “Peanuts”),  is  a 
big  fan  of  Schulz.  “I  wanted  to  honor 
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Ronald  Dupont  Jr. 


Sun-Times  shells  ‘Peanuts’  tribute 


syndicates 
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One  of  the  strips  in  a  weeklong  “Jump  Start”  sequence  created  by  Robb  Armstrong  to  honor  “Peanuts”  cartoonist  Charles  Schulz. 


his  life.”  said  Armstrong,  in  explaining  why 
he  did  the  tribute.  “1  was  going  to  send  a  get- 
well  card,  but  my  wife  [Sherry]  suggested  1 
do  something  in  the  comic." 


The  Chicago  Reader  s  Michael  Miner,  in  a 
piece  he  did  last  week  about  the  Sun-Times 
action,  reported  that  Armstrong  sent  the  trib¬ 
ute  originals  to  Schulz  —  who  retired  to  focus 


on  regaining  his  health.  More  than  90%  of  the 
2.6(X)-plus  papers  that  formerly  bought  new 
"Peanuts”  strips  are  now  carrying  reruns. 

—  Dave  Astor 


Cartoonists  not  at  peace  with  U.N.  prize 


A  number  of  editorial  cartoonists 
have  written  a  letter  criticizing  a 
United  Nations  contest  partly 
named  after  editorial  cartoonist 
Ranan  Lurie. 

Lurie  defended  the  U.N.  award,  and  said  all 
the  people  the  letter  was  supposedly  sent  to 
told  him  they've  never  seen  it. 

The  man  whose  name  is  part  of  the 
United  Nations  Correspondents  Association 
Ranan  Lurie  Political  Cartoon  Award  is 
described  by  the  "1999  Guinness  Book  of 
World  Records”  as  "the  most  widely  syndi¬ 
cated  political  cartoonist.”  with  more  than 
l.HK)  clients  in  103  countries. 

And.  according  to  the  contest  Web  site 
(http://www.lurieunaward.com)  and  a  con¬ 
test  ad  published  in  The  New  York  Times  last 
September.  Lurie  is  "the  world’s  leading 
political  cartoonist”  whose  work  "set[s]  an 
example  for  all  cartoonists  to  follow.” 

These  words  bothered  the  people  who 
signed  the  letter,  said  Jeff  Danziger.  a  Los 
Angeles  Times  Syndicate  (LATS)  editorial 
cartoonist  and  one  of  the  letter  writers.  He 
noted  that  cartoonists  have  different  styles  and 
approaches,  and  that  no  one  creator  should  be 
labeled  the  best.  "That’s  not  what  editorial  car¬ 
tooning  is  about.”  Danziger  stated. 

He  added  that  the  letter  also  questioned  the 
contest  requirement  that  cartoons  "not  malign 
member  nations  or  their  leaders.” 

"What  kind  of  rule  is  that?”  Danziger  said, 
noting  that  taking  on  people  in  power  is  the 
essence  of  editorial  cartooning. 

Danziger  did  acknowledge  that  the  rule 
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could  help  Third  World  creators  who  risk  jail 
when  they  do  cartoons  critical  of  their 
governments. 

The  letter  criticizing  the  U.N.  award  was 
first  revealed  in  a  Jan.  1 3  Boston  Globe  piece 
by  Mark  Jurkowitz.  Danziger  and  another 
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THE  UNITED  NATIONS 
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RANAN  LURIE  POLITICAL  CARTOON  AWARD 
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signer  requesting  anonymity  could  not  pro¬ 
vide  a  copy  of  the  letter  to  E&P,  so  this  mag¬ 
azine  relied  on  Danziger  for  a  description  of 
its  contents. 

Danziger  declined  to  name  the  people  who 
signed  the  letter,  but  said  they  numbered 
about  30  cartoonists  from  the  United  States 
and  about  10  from  other  countries.  Several  of 
the  U.S.  signers  are  Pulitzer  Prize  winners. 

The  LATS  creator  reported  that  he  has  not 
received  a  reply  to  the  letter,  which  he  said 
was  sent  in  the  latter  part  of  last  year  to  U.N. 
Secretary  General  Kofi  Annan;  Nobel 


Laureate  Elie  Wiesel.  chairman  of  the  con¬ 
test’s  judging  committee;  and  Erol  Avdovic, 
president  of  the  U.N.  Correspondents  Asso¬ 
ciation.  E&P  messages  left  for  Avdovic  and 
others  at  the  association’s  New  York  office 
were  not  returned. 

Lurie  said  he.  Annan.  Wiesel.  and 
Avdovic  never  saw  the  letter.  "If  the  letter 
exists,  it’s  a  free  country,  and  anyone  can 
write  a  letter,”  commented  the  Cartoonews 
Inc.-syndicated  creator. 

Addressing  the  rule  about  submitting 
uncritical  cartoons,  Lurie  said  there  are  a 
number  of  contests  that  emphasize  "hard¬ 
hitting”  work.  The  U.N.  award,  he  contin¬ 
ued,  is  different  in  that  it  wants  cartoons 
"refiecting  the  spirit  of  the  United  Nations.” 

Lurie.  67,  added  that  he  wasn’t  the  one 
who  put  "the  world’s  leading  political  car¬ 
toonist”  designation  on  the  contest  Web 
site.  "The  people  who  wrote  that  about  me 
are  mostly  foreign  correspondents  who 
have  seen  my  work  for  years.”  he  said. 

And  Lurie  said  various  media  outlets  have 
felt  he  was  worth  hiring.  Lurie  has  worked 
for  publications  such  as  The  Times  of 
London,  Asahi  Shimhun  in  Japan.  Die  Welt  in 
Germany.  U.S.  News  &  World  Report,  and 
Time  International.  He’s  also  founder  and 
editor  in  chief  of  Cartoon  News  magazine. 

The  U.N.  contest  —  which  has  an  Aug.  1 
entry  deadline  and  an  October  presentation 
date  —  offers  a  $1  ().()()()  first  prize.  $5.()(X) 
second  prize,  and  $3,000  third  prize.  Lurie 
said  the  money  is  coming  from  various  “indi¬ 
viduals  and  companies.”  —  Dave  Astor 
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Prepress 

Multi-Ad  Services  Inc.,  Peoria,  111,,  sold  its 
CAMS  classified  advertising  software  to 
News-Net.  which  has  distributed  CAMS  in 
Canada  since  1996.  The  Mac-based  classified 
system  for  smaller  publications  is  used  by  more 
than  400  North  American  newspapers.  Based  in 
Oakville,  Ontario,  News-Net  supplies  software, 
training,  and  support  to  dailies  and  weeklies,  as 
well  as  magazines,  ad  agencies,  graphic  artists, 
and  printers. 

AdStar  Inc..  Marina  del  Rey,  Calif.,  last 
month  closed  its  initial  public  offering.  Its  lead 
underwriter,  Paulson  Investment  Co.,  exercised 
its  overallotment,  increasing  the  public  float  by 
1 50,000  units  and  raising  additional  gross  pro¬ 
ceeds  of  $900,000  for  the  provider  of  remote 
ad-entry  products  installed  at  more  than  1,400 
advertisers  and  43  large  daily  newspapers. 
AdStar  now  operates  Advertisel23.com,  where 
it  is  developing  one-stop  classified  ad  place¬ 
ment  and  payment  for  multiple  newspapers. 

Quark  Inc..  Denver,  released  its  Quark 
Digital  Media  System  asset  manager.  Available 
through  authorized  integrators  and  designed  to 
facilitate  print  and  electronic  reuse  of  content,  it 
relies  on  an  OracleS  relational  database,  runs  on 
a  Sun  Solaris-  or  Windows  NT-based  server 
and  Windows,  Macintosh,  and  Web  browser 
clients,  supports  hundreds  of  concurrent  users, 
and  works  with  familiar  publishing  applica¬ 
tions.  Customization  includes:  adding  un¬ 
limited  file  types,  attributes,  and  queries;  cus¬ 
tomer-defined  access  controls,  privilege  sets, 
storage  locations,  forms,  keyword  hierarchies, 
and  relations;  automation  of  such  tasks  as  batch 
check-in,  metadata  manipulation,  and  routing. 
XTensions  kits  will  allow  developers  to  con¬ 
nect  QuarkDMS  to  e-commerce,  inventory,  and 
accounting  systems. 

SRC  LLC,  Orange,  Calif,  is  supplying  a 
customized  demographic  and  market  data  ap¬ 
plication  for  use  by  editorial,  advertising,  and 
circulation  departments  throughout  Gannett 
Newspapers  and  USA  Today,  where  it  will  be 
deployed  in  desktop  and  online  versions  that 
allow  each  site  to  conduct  its  own  demograph¬ 
ic  research,  reporting,  charting,  and  mapping. 
Largest  papers  receive  the  desktop  application 
now;  the  online  version  will  follow  over  sever¬ 
al  months.  The  customized  version  of  SRC's 
Web-based  DemographicsNow.com  data-re- 
trieval  service  gives  Gannett  papers  immediate 


access  to  population  statistics,  household 
counts,  neighborhood  profiles,  consumer 
spending  data,  and  other  information. 

Output 

Western  Lithotech.  St.  Louis,  sold  four 
DiamondSetter  347  and  two  DiamondSetter 
61  OP  CTP  platesetters  to  The  Boston  Globe, 
which  also 
bought  five 
Diamond- 
Vision  optical 
punch  ben¬ 
ders.  six  Dia¬ 
mond  Plate 
92  proces¬ 
sors.  and  two  DiamondSetter  Assistant  plate- 
management  software  systems.  The  347  can 
produce  up  to  226  single-page  plates  per  hour; 
the  6 1  OP  can  image  as  many  as  90  panorama  or 
140  single-page  plates  per  hour. 

K&F  Printing  Systems  International. 

Granger.  Ind.,  is  testing  a  LaserExpress  com- 
puter-to-plate  imager,  using  Fuji  LPNN  plates 
and  a  K&F  vision  punch  bender,  in  live  pro¬ 
duction  at  the  Daily  Mirror  printing  plant  near 
Manchester,  United  Kingdom.  Plans  call  for 
testing  Agfa  plates  in  spring.  Prolmage  is  sup¬ 
plying  the  work-flow  software  (see  next  entry). 

Prolmage  Inc..  Princeton.  N.J.,  will  supply 
its  browser-based  NewsWay  work-flow-auto¬ 
mation  and  page-transmission  system  for  the 
USA  Today  computer-to-plate  project.  The 
product  is  able  to  regionalize  material  for  the 
customer's  33  U.S.  and  three  overseas  print 
sites  by  managing  transmission  and  subsequent 
bitmap  page  assembly  from  various  production 
sources  via  T1  lines,  from  the  paper's  CCl 
Europe  front-end  system  through  its  Barco  and 
Agfa  platesetters.  The  Windows  NT-based  sys¬ 
tem,  with  client  software  written  in  Java,  ver¬ 
sion  3.5,  includes  color  management  for  soft 
proofing,  filters  to  increase  configurability  and 
Job  queue  customization,  and  optional  Harle¬ 
quin  RIP  integration. 

Kodak  Polychrome  Graphics.  Norwalk. 
Conn.,  appointed  Kevin  A.  Rupert  to  the  newly 
created  position  of  marketing  director.  Most 
recently  director  of  worldwide  marketing  plan¬ 
ning,  brand  management,  and  communications 
for  Eastman  Kodak's  Professional  Division. 
Rupert  earlier  was  business  development  direc¬ 
tor  for  Physicians'  Online.  The  company  also 


named  Bruce  Davidson  to  the  newly  created 
position  of  marketing  director  for  plates,  where 
he  supervises  the  worldwide  plate  product 
management  team  and  works  with  the  proofing 
and  film  groups.  Davidson  has  held  various 
positions  at  Kodak  since  1973,  including  proj¬ 
ect  manager  for  start-up  of  the  dye  sublimation 
ribbon  manufacturing  unit.  Most  recently,  he 
was  manufacturing  manager  of  Kodak  Poly¬ 
chrome  Graphics'  Windsor.  Colo.,  plate  facility. 
Both  executives  report  to  John  Robinson, 
senior  vice  president,  product  marketing. 

Pressroom 

Koenig  &  Bauer  AG,  Wurzburg,  Germany, 
announced  that  Peter  Marr.  49,  succeeded 
Dieter  Jensen,  65.  as  the  board  member  respon¬ 
sible  for  production.  A  mechanical  engineer. 
Jensen  worked  for  17  years  at  printing  press 
manufacturer  Roland.  Offenbach,  where  he 
rose  to  company 
secretary  and  dep¬ 
uty  production  di¬ 
rector.  He  joined 
K&B  in  early 
1 979  as  full  mem¬ 
ber  of  the  board. 
Dieter  Jensen,  Peter  Marr  responsible  for 
materials  man¬ 
agement.  production,  and  service.  During  the 
past  2 1  years  in  this  capacity,  he  made  a  signif¬ 
icant  contribution  to  the  growth  of  the  compa¬ 
ny's  international  market  presence. 

Trained  in  machine  construction  and  busi¬ 
ness  administration.  Marr  worked  for  aircraft 
makers  Messerschmitt  Bolkow-Blohm.  where 
he  held  various  executive  posts.  Dasa-Airbus, 
and  Daimler-Chrysler  Aerospace.  He  joined 
K&B  last  October  and  will  focus  on  the  com¬ 
pany's  organizational  structure  and 
operational  procedures. 

Post-press 

Muller  Martini  Corp..  Smith- 
town,  N.Y..  sold  a  Bravo-TV  saddle 
stitcher  to  the  Fort  Myers.  Fla..  News- 
Press  for  production  of  quarterly  and 
monthly  publications.  The  11,000- 
copy-per-hour  Bravo  folds,  stitches, 
and  trims  TV  program,  coupon,  pro¬ 
motional.  special-interest,  directory, 
and  shopper  booklets,  ready  to  distrib¬ 
ute  or  insert.  Preprints  can  be  quarter- 
folded  and,  by  using  several  folder 
feeders,  the  stitcher  can  combine 
inserts  into  TMC  packages. 
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The  year  in  pictures 


by  David  M.  Levine 


mitted. 

'v  W  And  that's  what  he 

^  I  HI  perceives  his  mission 

jBk  H  to  be  —  the  premier 

■  dispenser  of  hometown 
news  in  a  publication 
that  has  been  part  of 
his  family  since  1891.  when  grandfather 
Walter  Thompson  bought  the  newspaper. 

In  publishing  the  annual  collage.  Thomp¬ 
son  is  providing  a  lesson  in  journalism  and 
marketing  for  many  of  us  hard-bitten,  veteran 
daily  newspaper  editors.  It's  an  age-old 
lesson,  really  —  that  people  Just  love  to  see 
their  pictures  in  the  newspaper.  They  clip 
them,  save  them,  send  copies  to  friends  and 
relatives. 

It's  the  kind  of  reader  service  that  weeklies 
do  best.  Some  of  us  daily  journalists  tend  to 
thumb  our  noses  at  the  weeklies,  thinking  that 
they're  not  doing  the  kind  of  hard-edged  jour¬ 
nalism  we  do  every  day. 

But  consider  this:  Many  daily  newspaper 
—  including  The  Tribime-Democrat  in 
Johnstown  —  have  tried  to  copy  the  weekly 
editorial  formula  in  recent  years  by  creating 
“Neighbors”  sections  and  local  gossip 
columns  because  people  like  to  read  about 
local  people.  We  know  that  because  our  read¬ 
ers  keep  telling  us  that. 

So  thanks  to  the  Thompsons  for  the 
refresher  course. 

Even  in  this  electronic  age,  there's  some¬ 
thing  to  be  learned  from  a  109-year-old.  fam¬ 
ily-owned  country  weekly.  ■ 


JOHNSTOWN,  Pa.  —  If  you  haven't  seen  The  photos  are  of  people  who 
the  Dec.  29  issue  of  The  Mountaiueer-Herald  appeared  in  the  3,2(K)-circulation  weekly 
of  Ebensburg,  Pa.,  you  should  get  it  before  during  the  preceding  year.  Sometimes, 
the  paper  runs  out  of  copies.  The  issue  is  a  Thompson  said,  people 
true  journalistic  gem,  possibly  a  col-  -  ^  $ 


back  pages 

David  E.  had  graduated  from  the 

Rochester  (N.Y.)  Institute  of  Tech-  People  just  love  to  see  their  pictures  in  the  paper, 
nology  back  then  and  his  mission. 

when  he  returned  home,  was  to  bring  the  will  send  in  photos  just  so  that  they  appear  in 
weekly's  printing  process  into  the  2()th  centu-  the  annual  collage. 

ry.  from  hot  type  to  computer  composition.  He  thought  about  getting  rid  of  the  pages  a 
The  new  process  allowed  him  to  easily  put  couple  of  times,  replacing  them  with  standard 

together  the  kind  of  people  collages  that  now  news.  But  the  pages  have  become  a  tradition 

grace  the  paper's  pages  annually.  —  one  that  appeals  to  readers  among  the 

“We  started  it  back  in  1967,  and  people  nearly  4.(K)0  people  in  the  paper's  small  com-  Lev/ne  A  o/ The  Tribune-Democrat 

look  for  it  every  year,”  he  said  with  a  laugh.  munity,  which  is  the  Cambria  County  seat  —  in  Johnstown,  Pa. 
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Help  'feur  Audience  Say  NO 
to  Frozen  Pipes. 


Cold  weather  can  cause  a  real 
disaster  -  INSIDE  your  home. 

Water  pipes  can  freeze  and  burst. 
The  resulting  mess  can  cost 
thousands  of  dollars  to  clean 
up  and  repair. 

The  whole  ordeal  is  avoidable;  we 
can  help  you  tell  your  audience  how. 

Just  tell  us  what  you  need: 


Please  send  me  the  following  NO  FROZEN  PIPES  information: 

□  Press  release/general  information. 

□  Information  about  potential  interview  subjects. 

□  Camera  ready  one-  or  two-column  ads. 

□  “No  Frozen  Pipes”  counter  card  insert. 

□  “No  Frozen  Pipes”  brochures.  Quantity  needed; _ 

□  “No  Frozen  Pipes”  brochures  (Spanish  version).  Quantity  needed: _ 

□  “Ice  Dams:  HOT  TIPS  for  Preventing  COLD  WEATHER  Damage”  brochures: 

Quantity  needed: _ 

Name  Title 


Media  Outlet _ 

Address _ 

City  State  ZIP 

Ph.# 


Mail  or  fax  to:  No  Frozen  Pipes  /  Public  Affairs  Department  B-4,  State  Farm  Insurance 
Companies,  One  State  Farm  Plaza.  Bloomington,  IL  61710-0001  (fax:  309/766-1181) 

Or,  you  may  send  your  request  by  e-mail  to  psupple@statefarm.com. 

For  additional  help,  call:  309-766-8864. 

State  Farm  Fire  and  Casualty  Company  State  Farm  General  Insurance  Company  Home  Offices:  Bloomington.  Illinois 
State  Farm  Lloyds.  Home  Office:  Dallas.  Texas 
http://www.statefarm.com 


Click.  Drag.  Click. 

(You're  Done.) 

MAXWorkFlow"  is  the  ultimate  new  drag-and-drop  output 
manager  from  Harris. 

■  Simplifies  even  the  most  complex  prepress  workflows 

■  Offers  high-speed,  Level  III  RIP  with  OPI  built  into  the  RIP 

■  Features  built-in,  intelligent  routing 

■  Composite  proofing  catches  all  errors  and  prevents  press  down-time 

■  Pre-flights  multiple  file  formats:  PostScript,  PDF,  raster  files  from  other  RIPs, 
TIFF,  EPS,  and  APSCOM 

■  Drives  multiple  output  devices  including  CTP 

■  Proofs  high-resolution  files  on  low-resolution  printers 

•  Optimizes  PDF  and  EPS  files  to  decrease  network  traffic  and  storage  needs 

■  Installs  in  minutes  —  virtually  no  training  required 

Managing  your  output  workflow  has  never  been  this  easy  !  Call  today  to  find 
out  how  MAXWorkFlow  can  sai^e  you  time  and  money:  800-526-2299 


next  level  solutions 
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